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This thesis is intended to reveal methods used in
pers-onal sallying by Hong Kong's air freight salesmen.
Effectiveness of the sales methods is measured by the
following two ways. First, a,c:omparison is made between
the salesmen's concepts of selling and the real local
business situations. Then, evaluations are given by the.
air freight shippers towards the performances of the
salesmen.
Ten air freight salesmen have been interviewed in
order to obtatn the necessary information on the personal
sales methods of the trade, Data of the shippers' res-
ponses to the selling approaches, together with the evalu-
ations, are c'oll'ected' by mailed questionnaire technique.
The air freight salesmen are found to be relying
heavily on two methods-in their act of promoting sales.
These methods are the establishment of friendly relation-
ships with the shippers and the offering of rebates to
them. On the part of the shippers, they do not consider
the two approaches as influential as. the salesmen have
perceived. Instead, they emphasize more on efficiency.
and good services from the salespersons-and their com-
panies. Despite the slight discrepancies, the air freight
salesmen's performances have been rated as generally
satisfactory by most of the shippers.
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11.0 INTRODUCTION
Selling involves assisting and persuadiing people to
buy. It is the key function of all business activities.
Good selling takes place when there is mutual advantage
to both the buyer and the seller. A definition given to
selling is "the act of assisting an individual or a group
to make a buying decision to the mutual advantage of both
parties (22, p. 3)". Thea implicattion underlying the de-
fnition is that both the buyer and the seller must receive
settiafaction from the transaction. The satisfaction
received may be in the form of money, goods, or services
rendered. In fact, selling should be done in such a way
as to permit the establishment of a permanent business
relattionship.
Good selling awakens and satisfies human wants It
explains to, persuades, and reminds people of a particular
business concern, and of the opportunities and values to
be gained from dealing with it. Changesz in economic con-
ditions call for new standardas, new methods, and new ideas
in selling. Future success of salespersons will belong
to those who prepare for the changes.
1.1 Objective of Study
Thee main objective of this study is to observe or to
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measure the effectiveness of various sales methods employed
by salesmen in Hong Kong's air freight industry, The term
"sales methods" refers to techniques involved in selling.
The major techniques under consideration are two. The first
is the establishment of friendly relations by the salesmen
towards the shippers, and the second concerns the offering
of rebates. Underlying this objective, two things are
expected to be done. Firstly, it is to compare the air
freight salespersons' concepts of selling to real situations
in the business world of Hong Kong. Secondly, an evalu-
ation is to be made in order to understand the discrepancies
between the salesmen's performances and their clients'
satisfaction to their services.
Besides the studying of the effectiveness of sales
methods, it is also intended to give a general picture of
the salespersons in the air freight industry of Hong Kong-
in this thesis.
1.2 Scope of Study
The word "freight" means goods transported by public
carriers. The public carriers referred to in this present
study are aeroplanes. Thus, it is to mention the selling
of air cargo handling service.
In Hong Kong, firms which are selling air freight
services include air line companies and air cargo agents.
Both types have their own salesmen. These people's per-
sonal selling behaviors are the major concern.
As the primary interest lies in studying the
3
effectiveness of air freight salesmanship, shippers'
opinions of the salespersons who approached them are needed.
The purpose of this is to have objective judgements from
those who have directly interacted with the salesmen for
their own benefits. Relevant shippers are persons. who
have commercial cargos transported by air from time to time,
1.3 General Background
Before proceedting to the pernaal sales methods study,
a review of the air freight industry in Hong Kong in general
is made.
What is air freight service?
Air cargo transport service is the delivery of ai cargo
consigned from a customer by a shipping contract to as con-
signee-correctly, safely and promptly. Success in fulfilling
this role depends on many factors. The factors consist of
customs clearance procedures, airport cargo handling and
storage facilities, inclusion of freight charges in evalu-
ating import duties, operation of freight agents and
forwarders, practices of users of adr freight services,
and practices of various local governments in granting
commercial traffic rights. Availabity, coat and efficiency
of surface transport to and From airports are also important.
Since Hong Kong is as shall place in size, air cargo
handling service is rarely used as a transportation means
in local commercial activities. Air freight has thus turned
out to be essentially a mode of transport related to Hong
Kong's international trade.
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Development of air freight
industry in Hong Kong
The growth of air cargo in Hong Kong has been impressive.
While world-cargo tonnage was reported to be increasing at
an average world-wide rate of about 20% a year during the
1960's, Hong Kong had its total air cargo tonnage growing
at the ratte of 29% per year. Itt is especially remarkable
that the growth ratio reached a peak of 52% in 1966 (13, p. 2).
"In the financial year April 1973- March 11974, the
total amount of cargo carried into and out of Hong Kong was
100, 721 metric tons, sowing a 19.13% increase compared
with the year 1972-73. The total was made up of 61,117
metric tons exported and 39, 603 metric tons imported. Air-
cargo comprised by value 15.9% of total cargo exported from
Hong Kong and 27.1% of re-exported cargo." (7, p. 8)
Characteristics of Hong Kong
air freight transportation
Two main types of cargo flights are provided by air-
craft operatfors in Hong Kong. One is known aw the scheduled
air transport and the other, the non-scheduled air transport.
Table 1.1 shows the volume of freight carried by these two
thypee of flights in the year April 11973- March 1974 (7,
Appendix III)
From the table, it can be seen that the scheduled air
transport consists: of passenger flights and cargo flights.
In the past, most of the cargo carried by these scheduled
airlines were handled by passenger flights. Recently, the
air line companies. are introducing an increasing number of
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Source: Annual Departmental Report, 1973-74, Hong Kong.
cargo freighters due to the rapid growth of air freight
and the resultant demand for capacity. As to the non-
schedhiled air transport, this is comprised solely of charter
flights.
Furthermore, Table 1.1 shows a phenomenon that has
prevailed during the past ten years in the aiir freight
industry. The phenomenon concerns a big difference between
2
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loadings and unloadings of air cargo in Hong Kong. The
volume of total atir exports exceeds imports considerably.
In the financiail year 1973-74, the ratio was about 1.55
to 1.
Another characteristic of Hong Kong air freight
transportation is that there is a seasonal pattern in the
business. Monthly variations in demand for air freight
service have been high. The demand usually starts to pick
up in September, attains the peak in either October or
November, and starts to drop again in December. The lowest
point isl in February. (13, p. 5)
These fluctuations- in demand give rise to a problem
concerning the provision of capacity for scheduled airlines,
However, shippers do not have much difficulty in finding
space for their cargo. Non-scheduled charters are pro-
viding extra capacity to them.
Structure of air freight industry
The Hong Kong air freight industry is composed
essentially of two different organizations, namely,
carriers. and agents. The following is a brief description
of these two organizations.
Carriers
A definition given to the adr carriers is that they
"carry or undertake the cargo thereunder or to perform any
other services related to such air carriage (19, p. 3)".
All aircraft operators are carriers.
At the end of the financial year 1973-74, there were
7
300 scheduled airlines which operated 992 scheduled services
ai week to and from the Hong Kong airportt. In addition to
these, some 25 non-scheduled carriers operated an average
of 80 services per week. (7, P. 7) The flight services
brought about the freight record of the year of 100, 721
metric tons. In fact, it happened to be the first bime
that total air cargo tonnage of Hong Kong exceeded 100,000
in aw year.
The cargo handling business of the scheduled airlines
can be divided into two types of services. The first type
is the outbound service and it covers operations ranging
from acceptance of cargo to take-of of aircraft. The
second type, which is called the "inbound" service, includes
operations ranging from arrival of the aircraft to delivery
of the cargo. Besides these services, some azirlines offer
advice on both packing and cost anaaysls as well.
The non-scheduled carriers are providing less services
than the airlines. In spite of this drawback, they are
still in demand. It is because they are capable of provid-
ing economical means of getting commodities to markets at
little or no risk more than their scheduled counterparts.
Furthermore, these non-scheduled carriers' flights serve
to fill gaps which exist when demamd of air services
exceeds supply.
Agents
An agent is a person or organization authorized to act
for or on behalf of another person or organization. An air
freight agent is "an agent who either acts for the wirlines
8in offering air cargo service to the airline customers or
shippers, or makes transportation agreements with indivi-
dual shippers under its own tariff and transportation
clause (13, p. 10)" .
There are about 90 air freight agents in Hong Kong.
According to a survey carried out by the Hong Kong Trade
Development Council in July, 1973 (13, p. 10), less than
30% of these agents art, international firms. In other
words, most of the agents are locally based. It was also
found from the survey that many of the air freight agents
are specialized in certain transportation routes. However,
very few of them are specializing in types of commodities
being handled.
Activities of the agents are influential in the air
freight business of Hong Kong. They handle nearly all of
the trade. The airlines seem to have little or no tend-
ency to take over part or all of the functions performed
by them. Instead, the airlines prefer relying on a few
large air freight agents who have their own trucks and
packing depots. Meanwhile, these large agents may be
fed by many small ones.
As to the services.provided by the air freight agents,
the major ones include consolidation, documentation, col-
lection and distribution of shipments, arrangement of cargo
insurance for shipments, and supply of general cargo rate.
Some of the agents are offering additional services such
as advice on packing, customs clearance, cost analysis,
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introduction of trade contacts to clients, and telex advice
of shipments.
Consolidation
Consolidation is a process whereby small packages and
consignments are combined into large physical tanits. The
purpose of this is to facilitate the use of standard con-
tainers or pallets. It is one of the important tools. of
the air freight agents. By so doing, freight charges are
able to be reduced 'by 10% to 30%. Actually, the air freight
agents' business is comprised mainly of consolidated ship-
ments. An illustration of the possibility of reducing
freight charges reins as follows.
An Air Waybill issued between acarrier and an agent
may cover many House Air Waybills. House Air Waybills are
documents made out by or on behalf of shippers which evi-
dence contracts between shippers and the agent. for carriage
of goods over routes of' the carriers. One House Air Way-
bill covers one shipment from one customer
Since freight charges are made according to a formula
4,27 cubic inches= 1 kilogram, a shipment that weights 2 kg.
has to pay by an equivalent charge rate even though the
volume of the goods may be well under (427 x 2) cu. in.
In other words, the freight' charges are dependent upon
either volume or weight. When either one bears a higher
charge than the other, payment for the freight will be
made in accordance with it.
An air freight agent, having received consignments
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from various shippers and issued House Air Waybills to them,
consolidates their goods into a size lot and has one Air
Waybill signed. It is always possible that some goods are
bulky but light while others are heavy. but occupy little
space. By consolidation, these commodities of varied natures
are balanced. and packed together. In this way, freight
charges to the agent are reduced.
IATA- International Air Transport
Assoc.ationn
N
In 19145, most of the existing scheduled airlines in the
world got together and founded the International Air Trans-
port Ass.oclation. More commonly known by its IATA label,
this airline association is, and always has been, closely
linked with the ICAO, which stands for International Civil
Aviation Organization. The ICAO is an international agency
of governments responsible for the creation of world stand-
ards for the technical regulation of civil aviation o
Membership in the IATA is automatically open to any air-
line which has been licensed to provide scheduled air ser-
vice by a government eligible for membership in the ICAO.
Airlines engaged directly in international operations are
active members, while domestic carriers are associate
members. Through the IATA, the member airlines formulated
rules and regulations by which they would c ondiuct their
business. Contained in these rules and regulations, which
have been reached by unanimous agreement and referred to
as resolutions,,is,tone agreeing not. to pay commissions to
any agent that has not been approved or accredited as
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having met the strict requirements established. (1, p. 6)
Amongst the restrictions .imposed on approved air freight
agents by IATA, the one which concerns most in this thesis
is the level of commission paid to the agents from IATA
member airlines. While non-IATA carriers offer no fixed
percentage of commission to the air freight agents, IATA
member airlines have. as maximum level of 5 per cent. This
level of commission is not comparable to those given by
the non-IATA carriers in the sense that the latter's offfers
are usually much more attractiive. However, IATA provides
certain guarantees which would not be obtained otherwise:
guaranteed commission levels protection against unethical
competition; qualification for appointment by all IATA
member airlines world wide- the assurance of fair, uniform
and non-discriminatory treatment and the provision for
reduced! fare transportation privileges on all member air-
lines to anywhere in the world 0, p. 9).
1.4 Structure of the Thesis
This chapter started with a clarification of the
objective and scope of the study. Then a general des-
cription of the air freight industry in Hong Kong, includ-
ing its development, characteristics and structure, was
given, In Chapter 29 the methodology involved in the
study is presented.. This concerns the designs of question-
naires and samples, the methods of collecting data, and
the ways of analyzing data. The limitions met.with in
the study are also disclosed.
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Chapter 3 and Chapter 4 reveal the findings of the
study. Analyses are made in these-two chaptiers. The first
one is to deal with data obtained from the air freight
salesmen and the seconds with answers from the Hong Kong
Shippers.
Chapter 5 is 'the drawing of conclus4ons to the findings
of study. The extent to which the shippers were satisfied,
by the salesmen's services b is- re cognized. Furthermore,
rec'ommendat+ions are given in this last chapter. The re-
c:ommendattions refer mainly to improvements that ought tto
be made in the personal selling methods of the industry.
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2 . 0 METHODOLOGY
Honk Kong has a free market , and there are many firms
in the air freight industry striving to sell a similar
service to the same buyers . It is the persistenceof the
competition which makes the air freight salesmen necessary .
Since salesmen are important to the success of the trade ,
their personal sales methods are worth studying ,
Sales methods means those things which a . smlesman
does = or says to apply a principleof sailasmanship( 10 9 p . 7
Salesmanship, as definedby BertrandR . Canfield( 4 , p . 6 ) ,
is the process of analyzinga buyer ' s need i for a product
or service . recommendingthe product or service that best
satisfies the need and persuading the buyer that the price
is = fair , the source of ' supply is satisfactory, and now is
the time to buy . In short . , salesmanshipi persuasLve
clommunic- ation ( 2 . 1 9 p 4 ) . Itt is the art , or power, or
ability of influencingothers = ( 9 ) .
The term personal sales methods , as - it appears in
the title of this thesis , . refers to practices of salesmen
in selling with emphasis on talking to individual pros -
pects , especially face to face . Personal salesmanship,
which is commonly used in securing consignmentsin the
a air freight industry of Hong Kong , is a powerful tool
because 11 i ' t acims squarely at the interests of at qualified
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prospect for the service at hand, and taps sharply at his
buying nerve ('21, p. 5)"
After having made clear the concept of personal sales
methods", the methodology of the study 'follows.
2.1 Questionnaire Design
In the section Objecttive of Study", it has been me-n-
tioned that comparing salesmen's selling concepts to facts
and understanding the discrepancies between salesmen's per-
formance and shippers-' critic'isuns are two of the things
to be studied in this thesis. In order to facilitate doing
these, two separate sets of questions were prepared. The
first suet was used for interviewing the air freight sales-




This questionnaire for salesmen actually served-as ai
guidance during! the interviews to cover information which
was: relevant to the present study instead of restricting
respondents to give brief answers. Therefore, the questions
were mainly open-ended.. Even though there were some quest-
ions belonging to the yes-no type, the respondents were
expeatedi to offer detail explanations to their answers.
The questionnaire consisted a total of 50 questions
(Appendix I). Questions 11 to 9 dealt with the general back
ground of each responding salesman. He was asked of the
items of goods handled, the destinations of the goods, the
average monthly amount of freight, the quota, and the
15
conditions of salesmen in his company with regard to their
numbers , training and qualifications.
Questions 10 to 21 tapped directly for the selling
processes of the salesmen . Questions on the techniques
of locating customers , conducting sales transactions , and
handling objections were asked . Questions 22 to 27 were
concerned with the usefulness of establishing friendly
relationships with customers . Information on the practices
of salesmen in having casual meetings , such as going out
to ' lunch or dinner , with their res - pective customerswas
sought as well .
From Question 28 to Question 33 , the problemsof re -
bates were investigated . Answers for the effectiveness,
of rebates and the percentagesof rebates were expected .
The remaining questions , which were questions 34 to
50 , . . were aiming at personal particulars. Questionswere
set oni the salesmert ' srespectivework experience+ - images
of their present work , future plans , and monthly incomes - .
Furthermore , the salesmen were asked to evaluate themselves
in , the last two questions.
In short , the questionnairefor the air freight sales -
men was comprisedmainly of . 5 parts . The first part was
about . general backgr . ound : the second about selling pro -
cesses the third about infor . nial relationshipsbetween the ,
salesmen and their clients the forth about rebates - and
the last about salesmen ' s - personal particulars.
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Quesonnaire for shippers
The questionnaire for shippers, nunlike that for the
salesmen, was, relatively short. It consisted of, 17 ques-
tons (Appendix II). Except fbr the first and the last
quest!ions, all others were multiple-choice ones. Copies-
of the questionnatire were sent to the local shippers by
mad l.
Question 1 of the questionnaire was intended to reveal
the kind of goods ai particular respondent shipped. Ques-
tfion 2 asked' about his average monthly volume of freight.
These two questions were set for the purpose of placing
the shipper into a certain category as according to either
the commodity of his shipments or the size of them.
Question 3' was to seek the reasons underlying a shipper's
use of the air freight s-erv-ice and Questtion 1. was to know
the way in which the shipper had' first come to know aibout
the industry. In Questions 5 to 8,. the conditions of the
sipper' s= use of ad.r transport were t-ouc.hed' upon.
From Question 9 tfo Question 112., the approaches of the
salesmen and the shipper's,-reaction towards them were asked'.
Then, Questions 13 and 14 investigated rebates. The
last. three- questions, Questions 15, to 117, were to let the
shipper evaluate the salesmen on the basis of their ahili
ties and services. His suugges-tions regarding- selling,
method's were acquired too.
2.2 Sample Design
"Sampling can reduce the time and effort for getting
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information which is 'good enough' for most decisions and,
for a? given c•os.t, may be more ac.cuirate than as c:omple to
enumeration of ai statistical universe .ft (12, po 2.5b)
Before intensive interviews with the air freight
salesmen were done, a pretest was carried out. The pretest
yielded results showing that the personal sales methods
of the salesmen were more or less similar to one another.
Dis-crepancies in the sales methods occurred' mainly because
of the different natures of business goals between two
groups. of salesmen, namely, salesmen of the carriers and
those of the agents.
Since there was found to be litttle variance in the
personal sales methods of the salesmen of the same group,
a small sample size for each was deemed? sufficient, It
was decided' that 3' salesmen from the carriers and 7 from
the agents were to be interviewed.
As to the sample size of the shipper-,, the situation
became complicated'. First of all, the definition of a,
shipper was= necessary. Its was- true thati any person who
arranged for goods to be shipped could be called! a shipper.
Or, in the terms of the cargo industry, au shipper meant
tthe person whose name appeared: on the Air Waybill as the
party contracting with al carrier for carriage of goods."
(19, p. 1t) In this sense, a• person who had' had merely
one shipment might still be called w shipper. Such persons.
could not be included in the universe of this present
s t`udy because they would not be approached by the air
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freight salesmen frequently. Therfore , in this , instance - ,
a qualified shipper was defined as any person who had ! his
commoditiesshipped by air from time to time .
Random sampling was used in this instance . However ,
eons - iderattionhad to be made on the availabilityof a .
completelist of the shippersin Hong . Kong . A visit paid '
to the Hong Kong Trade DevelopmentCouncil in November ,
119711 discoveredthe fact that such a list did not exist .
Instead , the Council offered lists of manufacturersof
various local industries . The lists included manufacturers
of the following items : electronic components, Jewellery ,
transistorizedra ios , dresses - , watches , and ! imitation
jewellery. Actually, these items , c • ompris - ed most of the
principalcommoditiesin the domestic: exports ( 6 , p . 16 ) .
Itt . was - believed tihatt many of thesemanufac: tturers must have
their goods handled by air sometimes= and , were thus quali -
fied shippers .
The lists of manufacturers, together with another
list of exporters taken from the Hong Ko , - Manufacturers
and ' ExportersRegister( 17 ) 9 i ' ormed the universe. A sample
of 250 - was randomlyselected! out of the lists . Then , ques -
tionnaires~ were mailed to . these 250 possiblerespondenit. s : . .
The : questionnaires, each attached by a covering letter ,
were addiressedito the shipping managers .
2 . 3 Method ' of CollectingData
Two different methods were used to collect data .
In I ` ormattionfrom the salesmenwas gathered via , personal
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interviews . The interviewing method was employed in
this instance for the following important reasons ( 3 ) .
Firstly , it was flexible by being not necessarily
limited to the set of written questions the questions
might be varied from respondent to respondent depending
on answers to initial questions . Secondly , information
could be probed deeper by personal intensive interviews : .
than other methods .
On the other hand , data from the shippers of Hong
Kong were collected by the mailed questionnairemethod .
The rationale behind was that , when considering the amount
of usu . ahle informationto be secured from these freight
customers , this could certainly reduce costs in money
and effort( 11 9 p . . 175 ) .
. Interviews with the air freight salesmen were made -
in January , 1975 ' while mailed questionnairesto the ship -
pers were sent late in the same month .
No difficulty was encountered in the interviews
Data from 3 salesmen of the carriers and 7 salesmen of
the agents were obtained . As to the 250 mailed question -
naires , 47 were . returned . Of these questionnairesre -
ceived , 3 were invalid due to incomplete information.
In other words , 44 returned questionnairescould be used
for analysis out of the 250 questionnairess nt . The
responserate was 17 . 6 %
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2.4. Method of Analysis
For information, from the air freight salesmen, a
simple description of findings is presented. However,
it is believed that from this description, the personal
sales methods of the salesmen can be revealed. Further-
more, a comparison tends to draw out the different sell-
ing philosohies of the two different groups of salesmen.
On the other hand, data.f.rom the shippers were ana-
lyzed by computer. The valid questionnaires returned were
coded and the resulting data were stored in a file in the
computer. Then, programs were written and the computer
did all multiple cross tabulations. The purpose of having
cross tabulations is to establish relationships between
the variables in the mailed questionnaire.
Two row variables have been chosen for cross tabulat-
ing with others. The two variables are, firstly, the
nature of the air cargo (Questionl), and secondly, the
average monthly volume of it (Question 2).
A problem arose from "the variable the nature of the
air cargo". It was that answers to the question were
widely dispersed. The solution to the problem was to
group the answers into six categories under the headings
of textiles and dresses, watches and clocks, toys, elec-
trical products, imitation jewellery, and others. By so
doing, each responding shipper was to join in one of
the above categories as according to the item of the goods
he handled by air.
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All' variables except that of Question 17 in the mailed
questionnaire have been cross tabulated. Analysis is
based on the results of the cross tabulations.
2.5 Limitation of the Study
In both sets of questions for the salesmen and the
shippers, the problem of the practices of giving rebates
has been touched. This is an area in which many respond-
ents feel reluctant to reveal. The reason behind can
easily be understood by the fact that sometimes rebates
given by one party to another may not wholly contribute
to the revenue of the other's company. Instead, the per-
sons being in charge of the transactions, the shipping
clerks, or the salesmen, may take up a part or the whole
of the rebates for themselves. In some companies, such
acts are approved by the company, but in other companies,
they are forbidden. When the middlemen are not authorized
to take rebates and yet keep on doing so, they will. refrain
from telling the truth. Thus9 reliability of findings in
this aspect is handicapped.
Another limitation arises in the evaluation given by
the shippers to the air freight salesmen's ability. Factors
such as. friendship and frequencies of informal meetings
between the two parties may mislead the shippers in their
evaluations and, in turn, make the results biased.
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3.0 ANALYSIS OF DATA FROM SALESMEN
Analysis of findings were divided into two partfs4.
The first part deals with information supplied by the
responding air freight salesmen. The second part is
devoted to multiple cross tabulations of results from
the returned questionnaires. The first part is reported
in this chapter and the second part in the next.
3.1 General Background
It was mentioned in the previous chapter that a
total of 10 salesmen, 3. from the carriers and 7 from the
agents, were interviewed. They were all from different
companies. Regarding their working positions in the
companies, 2 were sales managers, 2 were assistant.sales
managers, and the remaining others were sales repr. esent-
atives. Table 3.1 showed the status of the respondents.
Obviously, in a sales department of a company, the
person who would be in charge of the sales.affairs was-
the sales manager while the sales representatives were
his subordinates.. It{ seemed advantageous in this present
study of personal sales methods to be able to have in-
formation from salespeople of different ranks in the
companies.
23
Table 3 . 1 Working Positions of Respondentsin their
Respective Companies






Sub - total 3
1Sales Manager
z'Assistant + Sales Manager
I Agent
Sales Representative
7I Sulk - natal
110Total
The conszgnnments
During the interviews , the question - to start with
concerned the items of goods that were usually handled
by the salesmen. The answers to this ques - tion pointed :
out thatt textiles , garments , electrical products , and
toys were the commoditieshandled most often by a 1 l .
Watchesand clocks were also . cl ' aimed ? as commonin the
air freight shipmentsby 4 salesmen. In fact , the sales -
men would accept any kind of merchandisethat ( they came ,
across for shipments. This showed that there was - . no
sE pecializationirn the handling of goods on the part of
the salespersons.
As to the destinationsof the goods they handled ,
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8 out . of . 10 salesmensaid they had shipmentsto both Europe
and ' North America mostly . The two other salesmen reported
tihatt their shipments were confined - to Europe only since
the companies they worked for were European firms . For
Europe , the countries mentioned by the salesmen were mainly
Western Germany , England , Switzerland, France , Norway , and !
Sweden . In addition , half of the salesmen, recalled ` that
Middle East was becoming , - az popular destinationfor shipments .
The quotas
Concerning. - the average monthly amount of air freight
handled by each - respectivesalesman, . the answers - varied .
For the sales managers and the assistant sales managers ,
tthe - - amountwas within at range betweenHK $ 80 , 000 - 100 , 000 .
On the part of the ' sales representatives, it was HK $ F 0 , 000
80 , 000®
In most air freights . agencies , quotas had been set by
managementfor each of its sales executives . The quotas
differed from person to person . Ac • cordt . ng to the respond-
ing sales manager , the quotas were assigned to the sales -
men by referring to their individual experience- , in the
field . It ' was found from the interviewsthat the quotas
for the sales managers and atssistant sales managers ranged ,
from HK $ 60 , 000 - 80 , 000 , while those for the sales repre -
sentativesrangedfrom HK $ 20 , 000 - 40 , 000 . Only nine - - - raox , - -
pondent claimed that there was no quota in his company
and ' that what ' . the sales executivesshould! d ' o was to work
as = hard' as poss• ib le .
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In the field of the carriers, all three respondents
answered that there had been no quota set for individual
salesmen, instead, a quota was assigned to the sales
department as a whole.
One more joint to add regarding sales quotas is that
many of the respondents said that the sales department.
head might not have any quota because his job would be
primarily concerned with sales management. However, the
interviewed sales managers in this study showed that they
were as active as the other sales executives in their
departments in recruiting sales..
Sales trainings and salesmen's
qualifications
After questions on the quota were asked, data on the
numbers of sales persons in a company, the training courses,.
and the qualification for recruitment were sought..
In the question on the number of air freight salesmen
employed in each respondent's company, it was surprising
to note that the companies did not have a large sales
force Four respondents revealed, that they had six persons
in the sales departments of their companies two said they
had five and four others claimed they had only four. All
the salesmen were responsible for both imports and exports
from the shippers, A typical structure of the sales de-
partment of an air freight company is given in Figure 3.1
In some air freight companies, no training courses,
were-provided.. This was particularly true of the air
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Figure 3 . 1 Typical Structure of a Sales Department





# In some companies, the position is missing ,
freight agents . Four out of the seven respondentsfrom .
the agents said that there was no training because , the
employed salesmen were all experienced . The other three
said yes . Nevertheless9 the training , instead of being
in the form of lectures in classes , was mainly individual
instruction. To be precise , the training . was directed
by the sales manager or an experiencedsalesman to another
employee who had just entered the field . The course could
be split into two parts : the first dealt with the shipping
concepts and theoretical salesmanship, and the second was
to let the new salesman go out with an experiencedone and
learn from observation. On the other hand , the three sales
executives from the carriers said that they had training
courses provided by their companies . The training courses ,
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as they revealed, were well structured. For instance, the
sales manager from the carriers said that they held d'is--
ciissions on personal sales methods two times per month.
Every salesman in the company had opportunities of being
sent abroad! for further training in salesmanship from time
to time. On completion of the courses, certificates
would be issued.
In the matter aboutL. salesmen's qualifications, the
requirements varied for the carriers and the agents. The
basic standard for recruitment for most agents, as realized'
by their salesmen, was that the probable salesman must have.
c,ompletedi Iiigh school or Form 5 education. In addition,
experience in the field' was another important c-onsiderat'ion.
On the contrary,. the three, satlesmen from the carriers. re-
cognized that recruitment of salespersons in their companies
was made intern-11y. The sales posts were usually filled=
by promotion or transference of personnel within their
offices. Recruitment from outside rarely or never took
place.
3.2 The Selling. Process,
It should be understood that with a small sample size
of 10 9 the general background information obtained may not
be enough to reflect the whole industry. Nevertheless,
it was, noted that what concerned most was the personal
sales, methods of the salesmen. For delineating the possible
ways in which the air freight salesmen deal. with their
prospects, a small sample size served as well as a large one.
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In this section and the next two, the personal sales
methods are directly examined. For this s-ection, the sell-
ingr process of the salesmen is to be covered. This empha.
sizes the techniques of locating customers, conducting
sales transactions, and handling objections.
Locating customers
Colds canvassing was a popular technique taken by the
salesmen of the freight agents in locating customers. This
involved the making of intensive calls in an area9 visiting
every concern whom the salesmen deemed could possibly profit
from using their services (2, p. 124). For instance, when
a salesman entered an industrial or commercial building, he
ran through the list of companies, which could usually be
found on the ground floor of the building, and pickediout
those he thought as potential customers, then, he would call
according to the list he formulated!.
Additional devices in locating customers included! the
_ us-ing of directories and an endless chain method. The
directories referred to such printed:matters as the Yellow
Pages of the Hong Kong Telephone Directory, and manufacturers,
importers ands exporters directories published by various
industrial and commercial sources. The endless chain method
is gettting names from present buyers (14, p. 97). Sometimes,
the buyers would not only give names of their associates
.but would recommend the salesmen to them.
Occasionally, the agents would provide lists of names
to their salesmen and tell them to contact in person. This
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was probably the easiest means of locating customers for
the salesmenof the agents .
As to the work clone by the carrier ' s salesmenin
locating customers , our respondentsrevealed that . it was
simple . They had lists of customersgiven to them by their
companies. All they had to do was to make telephonecon -
tacts or make appointmentsfir t and caT ls after . However ,
besides shippers , the carrier ' s sales executiveshad to
call on the freight agents as well in order to . have their
consignments shipped through their companies .
Conducting sales transactions
Here , the approachestaken by the agent ' s salesmen
azrei : discussedfirst . On meeting a new or potential cuis -
tomer , the salesman' s : procedures. of communicatingwi h the
possible buyer consisted of the following .
First , the salesman introducedhimself . - who he was
and from where he came . , Then , he would ask the type of
commodities the prospect was shipping and enquired if he
had ever had air cargo shipments- or not . If the prospect'
said yes , the salesman would talk with him about the prices
of the shipmentsand show him his company' s rates and charges . .
In the meantime, he might . try to learn whether the prospect
was well acquainted with the other freight agents , In case
the agents . which were serving the prospect were familiar
to the salespersonalso , he could ' take them as a lead in
their conservation. However , the salesman was to beware
that no ruining of the other agents ' goodwill was to be done .
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The next thing , then , was to introducefacilities or con -
nections of his company . If the prospect showed keen in -
terest in offering him a consignment, the transaction might
be carried out right away . Or , in case the prospectfelt in -
convenientto talk with the salesman in his office about .
the terms of the shipment , they might go out to somewhere
else to continue . Follow - up calls either directly or by
telephone were to be made by the salesman when no immediate
result was obtained during the first interview with the
prospect .
In case the prospect had not previouslyused air -
freight : , the salesman would have to start by elaborating
the advantages air transport provided .
Figure 3 . 2 illustrates the process of the initial
sales interview .
On the part of the carrier ' s salesmen, since they knew
whom to contact beforehand from information of their com -
panies , they saved the trouble of asking the prospects if
they had previouslyused air cargo or not . For the . other
procedures, they followed more or . less the same as those
of the agent ' s salesmen.
Now , turning to the ' things thatL had to be done in
order to obtain repeat shipments from a new customer , the
answers from the respondentsall pointed out that once
the first shipment - satisfied the ' clients , consignments
from them followed . automatically. The clients would tele -
phone their salesmen for arrangements of shipments again
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Figure 3 . 2 Typical Procedurestaken by the Air Freight
a Salesmen in conductingSales .
Starting the sale
IIntroduction of oneself
Enquiry one the type of commoditiesfor




Explalning airShowing rates and charges of
freight advantagesone ' s company
Offering competitive services
and prices
Hesitation on theShipper ' s interest
aroused part of the prospect
- - Success Follow - up callConsinment received
- Failure-
Terminating the sale
whenever they felt , necessary . Of course , the sadesmen still
had to call on them , occasionallyfor the puposes of main -
taining their loyalty and reinforcing persuasion .
As to the persons whom the salesmen called upon for
consignments, they were usually the persons entitled
" shipping supervisor" . Sometimes, these persons might be
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the import managers or the export managers, Or, in case
where a shipping department did not exist, the general
manager would be contacted.
In revealing their techniques in dealing with customers,
most of the responding salesmen mentioned that there was
usually no need to explain to their clients the advantages-
of air freight. The shippers had already known the advan-
tage s themselves. The sale smenadmitted that in the early
years when-air freight was not popular, explanations were
required. But now, so many air freight salesmen had ap-
proached the possible shippers that the advantages had been
heard many times Explanations were necessary for the new
shippers only. Generally, ins the view of the salesmen, the
advantages were explained by comparison between shipments
by sea and by airs Also, the advantages of a1r freight
over those of postal packages were emphasized.
In every shipment, certain terms would be made and
the particulars of the terms were usually embodied' into
forms called' "letters of instruction" and "conditions advice".
which were issued by the concerned' agent. The salesmen
of the agents agreed that they always had the particulara-
clearly laid out between them and their clients. The sales-
men of the carriers t on the contrary, did not have any
letters of instruction or conditions advice. They said
their jobs were primarily to deal', with the agents, so, in-
dividual shippers were always told to contact the agents-.
They were only issuing Air Waybills,
33
Handling objections
It seemed almost inevitable that criticisms of the
transactions would arise from either of the two interacting
parties from time to time. In the air freight industry,
the salesmen recalled that they-received complaints from
their clients occasionally. The complaints focused mostly
on the delay of delivery. Sometimes, it was about the
rates and charges. Rarely, complaints were made on the
loss of shipped goods.
In handling the first type of complaints, the sales-
men usually promised to find out the reasons of delay for
the shippers. This might involve the sending of a telex
for inquiry. In the second type of complaints, which was
on prices, the salesmen would try to compare their rates
and charges with those of their competitors. Furthermore,
they might persuade their clients that the services they
1
provided worth the money.
The last type of complaints, as visualized by the sales-
men, would mean a stoppage of further shipments from the
particular clients through them or their companies. It was
a fatal mistake on their part. Even though compensation
and apologies were given,. the salesmen found themselves
unable to remedy the ruined brayer-seller relationships.
The objections from the shippers, in the eyes of the
salesmen, were sometimes reasonable and sometimes not.
The salesmen took the objections as reasonable when there
were actually faults on their parts. For those objections
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which were recognized as unreasonable, the salesmen said
thatt the cause was due mainly to hastiness of the shippers.
Anyway, the salesmen knew their basictlool in handling
objec-tIons was to remain patient.
3.3 Establishment of Friendly Relationship
After discIo.sing the selling process-es, information
was sought to see how the salesmen perceived' the usefulness
of estab:lis-ping friendly relatiionships with their clients.
All our responding salesmen replied that they had had
casual meettings 9 such as going out to lunch or dinner, with
their customers.. The frequencies of these cas-ual meetings
varied' from salesman to salesman according: to the need
they felt appropriate. On the part of the agent's salesmen,
the persons in 'the rank of sales manager would have to make
such casual meetings nearly every day in the week the
assistant managers and the sales representatives would
have an average of two to four such meetings per week.
On the part of the carrier's salesmen, they were not as
frequent as the agent's salesmen in going out with their
customers. The auerage was about one to two times per
week.
The need of having casual meetings, as perceived? by
the salesmen, was to maintain friendship with the shippers.
They realizedt that once a salesman became well acquainted
with w certain. shipper and good relations established, the
shipper would help the salesman as as friend by letting the
salesman handle his freight shipments. Bearing this opinion
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in mind, the salesmen thought casual meetings were really
helpful in maintaining the customers' loyalty towards their
air freight services. Furthermore, as a consequence, the
salesmen were emphasizing more on the "friendship" of the
large shippers than that of the small ones, which meant
that they were going out most frequently with the customer
who had the largest monthly shipping volume as compared
to other shippers.
Despite the fact that the Customers' loyalty was
maintained, the salesmen knew that their clients were
shipping aiir freight goods through other companies besides
their own. The salesmen accounted for this behavior from
the following points of view:
Firstly, some of the shipments were nominated by the
shippers' overseas customers and were thus beyond the
shippers' control in selecting freight companies. Secondly,
sometimes a freight company might not be able to handle
the whole of a large shipment within a specific time, so,
the whipper, being in a hurry, had to go over to some other
freight companies for space. Lastly, the freight companies
were to a certain degree specialized in particular routes.
They might not have the capability of handling shipments
outside of their routes. Even though a freight company
might accept a shipment that was not within its specialized
routes, the price quoted to the shipper would make him
feel uneconomical. Thus, the shipper would rather have
a specialized one to handle the shipment for him.
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3.4 Rebate
Rebates, or kickbacks, existed in the air freight
business as a commonly known practice. All the responding
salesmen affirmed the truth of this statement. They were
offering rebates to their customers themselves. In their
opinion, the offering of rebates was an essential in in-
ducing the potential' customers to have shipments through them.
As to-the percentages of rebates,the offers made by
the agent's salesmen differed greatly from those of the
carrier's salesmen. The answers from the salesmen of the
agents pointed out that they often had to bargain with the
shippers on the percentages. In fact, the percentages of
rebates to be offered had to depend on the volume of the
cargos and their destinations.
In Chapter 1 it was mentioned that the maximum level
of commission was 5% by the IATA member carriers to the
agents. Therefore,' sample shipments from the clients,
which were usually in small quantities and handled by schel-
uled flight's, would be offered rebates of 3-4% if they
were shipped by the IATA member airlines. As non-IATA
carriers offered much higher percentages of commission to
the agents than those of the IATA ones, the shippers might
in turn receive more than 4% rebates provided the ,destinations'
of the sample shipments were within reach of the routes of
the non-IATA airlines. Moreover,--when cargos received from
various customers could be consolidated, the percentages
of rebates mighti be raised further. This was because agents
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were able to lower their costs by consolidated shipments.
For shipments carried by charter flihts, the percent-
ages of rebates were not fixed and were to be negotiated
by the salesmen and their clients.
As the sample size of the carrier's salesppien was only
3 and all of them belonged to scheduled airlines which
were IATA members, the percentages of commission disclosed
would be those given by the IATA member airlines. The
non-IATA carriers, being a minority in the airlines, were
neglected in this study.
Due to company policies, the air line companies were
giving commission to the air freight agents only. That
is to say, direct shipments from individuals would have
no rebates. Since the maximum level of 5% commission
was known to all air freight agents, the agents were always
taking the whole of it.
Coming back to the offering of rebates by the agent's
salesmen, the present work was to look into the tricks
played by the salesmen in this aspect. An example is
given below to illustrate one of the tricks.
An IATA member airline gives a commission of. 5% to
an agent for scheduled cargo flights. The agents then ins-
tructed its salesmen that a maximum level of rebate of 4%
was to be granted to a customer for his scheduled flight
shipment. Now a salesman of the agents may be able to
persuade one of his clients to let him handle a shipment
by giving him a rebate of 3%. By so doing, the salesman
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could take a rebate of 1c for himself. If the agent had
rules forbidding its salesmen from taking rebates, the
salesman was cheating both his company and the shipper.
It must be borne in mind that a salesman could cover up
his act unless rkeen investigations were made by either
his company or the shipper. The salesman would write on
the conditions advice of his company - a document beyond
the reach of any shipper - that he gave a 4% rebate to
his client in this particular deal while, in fact, he was
paying the promised 3% only. A diagrammatic presentation
of the process was made in Figure 3.3.






Salesman (dedided to take 1% rebate)
1
Shipper
Another example is the offering, of rebates for charter
flights. A nett rate is set by an air freight agent for
shipments through the charters, For instance, the nett
rate is US$1.00/kg. In many circumstances, a shipping
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supervisor, if he was : not the owner of his company, might
demandthe agent ' s salesmanto increasethe rate by 20 ¢ / kg .
in the debit note for his consignment. Thus , the shipping
supervisorcould take a rebate of 20 % . It was a rebate in .
the sense that while the companypaid US $ 1 . 20 / kg . for its
freight, only US $ 1 . 00 / kg . was charged' by the agent , and
20 ¢ / kg . went back to the pocket of the shippingsupervisor.
If the salesman who contacted the shipping supervisor
had decidedto take a rebate of 5 % for himself , then , he
would tell the shipping supervisor that ' the nett rate was
US $ 1 . 05 / kg . insteadof the actualrate of US $ 1 . 00 / kg .
Togetherwith the rebate of 20 ¢ / kg . insisted by the shipping
supervisor, the freight rate of the amountof US $ 1 . 25 / kg .
would appear on the conditions advice . After the company .
had paid the freightageaccordingto US $ 1 . 25 / kg . , the agent
would give back a rebate of 25 ¢ / kg . The salesman, on re -
ceiving the total amount of the rebate , would take 5 ¢ / kg .
of it for himself and hand over the remainingto the ship -
ping supervisor. Figure 3 . 4 presents the flow of the
praoess.
There were instances in which the shippers did not
ask for rebates . From the respondingsalesmen , these per -
sons were known to be mostly the owners of the companies.
They preferred a lowering in the rates to the offering of
rebates .
Besides rebates , services provided by the salesmen
and their companies were important in inducing the potential
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Figure 3.4 Taking of Rebate by a Salesman from a, Gharter
Fliht Shipment
Agent
US $1.00/kg. nett, rate
Salesman (de c-ided to earn, 5% rebate)
I US$ ,(11.00/kg.+ 0.05./kgr.
= vs$1.05/kg.
Shipper
cus-tomers to buy. In the salesmen's view, punctual delivery
of the goods, packing, customs clearance, and telex advice
of shipments were expected by the shippers from the services
of them.
3.5 Personal Particulars
In this section, the personal data of the air freight
salesmen were revealedi. The data. included their work ex-
perience, future plans, monthly incomes and images of them-
selves.
Work experience
Beginning with work experience, it was found that
amongst the 10 responding salesmen9 5 of them had had ex-
perience of doing clerical work in air line companies or
cargo agents 4 had been salesman in business fields other
than air freight and only one had' started' right away as
an air freight salesman.
For the five persons who worked as clerks in a relevantl.
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industry before becoming an air freight salesman, 3 had
worked for carriers and 2 for agents. That was to say,
the sample of carrier's salesmen had all had clerical work
experience in the air line companies before.
As to the reasons underlying the previous changes of
jobs of those salesmen who had other work experience, the
5 salesmen who had' worked in the same field but with dif-
ferent natures of jobs revealed that they felt being a,
salesman would be more exciting work. In their opinion,
indoor clerical work was dull. They preferred a free and
lively work and the job)of a salesman suited their tastes.
Three-of the 4 salesmen who had worked also in sales
jobs but in other business: fields were unable to give any
specific reason: to their changes of jobs. They just ment-
ioned that somehow or other, they had to do whatever jobs
they were capable of doing in order to earn their livings.
,ht, being important in inter-Only one said that sir fre ip
national trade,, was h meaningful: and to be an air freight
wale sman was the right kind of job for him.
Various explanations had been given by various people
in their shifting of work. In this study, it was discovered
that the consensus reached by those who had changes in jobs
was: to be a salesman would mean to work freely and lively.
Concerning the length of service of being a salesman,
one of the two sales managers replied that he had worked'
for 7years in the field' and the other said' 6 years. For
the two assistant managers , their experience as salesmen
were 5 and 7 years respectively. As for the sales repre-
sentatives, the range of the length of service was from
2 years to 10 years. From these data, no particular trend
was observable. Probably, the attainment of a hig-b position
in an office should base one personal achievements rather
than on the length of service.
Future plans
It would be incomplete if only the salesmen's past
was understood without knowing their plans for future.
Therefore 9 questions. oni the salesmen's images of their
present work were asked. These questions were about their
ideas on the prospect of being a salesman and their enthu-
siasm in work.
In considering the prospect of being. an air freight
salesman, 7 out of 10 respondents agreedi that itt was good
while 3 disagreed. To those who said yes, the rationale
was that the air transport had been growing fast due to
increasing. internatiional commercial activities ands depend-
ence of Hong Kong one imports and exports. To those who
saidino, one of them held a pessimistic' view on the economic
conditions of Hong Kong another disliked the idea of being
a salesman when aged and the third thought of the job as
failing to bring him a fortune. It was-interesting to note
that, for the three disagreeing.respondents9 they had all
been working as air freight salesmen for 7 years or more.
As to the salesmen's enthusiasm in work, no respondent
had judged himself as not. enthusiastic. However, 3 confessed
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themselves as only quite enthusiastic while all the others
gave firm positive answers. This showed that even though
a-salesman had taken a negative point of view on the pros-
pect of the sales job, he might still be enthusiastic with
his work.
Now, turning directly onto the future plans, the sales-
men were asked of whether they had thought about shifting
to other jobs. Only two persons replied yes in this ins-
tance. Both were salesmen of, the agents. One was a sales
manager and the other an assistant sales manager. The jobs
they sought were positions in the import and export` field.
The reasons for their shifts were, for the former, to attain,
a- higher social status- than his present one and to earn:
more money and for the latter, to be the boss himself.
Monthly income s
In order to facilitate the respondents in revealing
their monthly basic-salaries, only the range of the amount
was required.. The findings were that 4 respondents had a
monthly basic' salary from HK$ 1', 001 to HK$ 1, 500 5 had! the
range of HK$1, 501 to IIK$2, 000 and one salesman had a- salary
of over IIK$2,000'.
Most of the salesmen thought of their pay as good.
Only 2 salesmen of the agents said no. The reasons under-
lying their no answers were that, for the first one, who
was an assistant sales manager, he thought his position in
the company merited a higher salary, and for the second,
who had worked for 10 years as a sales representative, he
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anticipated a better compensation for his invaluable ex-
perience of the trade.
It was learned from some salesmen of the agents that
their salary scale was actually based upon the individual
quota of monthly turnover. The higher the quota, the more
would be the wage. Furthermore, all the responding sales-
men, especially those of the agents, revealed 'that they
had transportation fees and entertainment fees provided by
their companies in addition to their monthly basic salaries.
The fees were either fixed by the companies or patid accord'-
ing to bills returned by the salesmen.
Focusing now on the earning of rebates on the part of
the salesmen, the findings are given below.
The salesmen of the agents all reported to have tried
to earn money out of rebates. Their opinions on this be-
havior included firstly, it was a normal phenomenon of peo-
ple trying to earn more money for themselves, and secondly,
since they possessed the techniques of earning rebates for
themselves out of pressures from both their companies and
their customers, they should take the money. A further
point elaborated by one of the salesmen was that a person
might be forced to do so sometimes. It was because a-sailes-
man, intending to fulfill his quota of shipments, had to
gain as many customers as he could. He explained that some
of the prospects might be demanding rebates which were
beyond the freight company's offer. In this case, the
salesman,. being unwilling to lose his customer and in view
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of the large quantity of the shipment in question, might
decide to satisfy the particular prospect himself. As a,
result, the salesman would attempt to earn rebates'from
other sources to balance off' his own l'oss-.
For the average percentage of rebates earned1by the
salesman, there was no fixed level, Generally speaking,
the percentage ranged from 196 to 5%depending on the type
of flights taken by the consignments.
On the other hand, the sa'ilesmen of the carriers dis-
closed' that they wanted but had not tried to earn money
out of rebate s-. They thought it would be an useless effort
s4nce every business-concern of the air freight trade knew
well that the level of commission offered by the IATA member
airlines was 5%o Furthermore, in the direct sales conducted
by the carriers to'individual' shippers, there was no com-
mission and was therefore no way for the salesmen to earn
rebates. Anyway, the responding salesmen of the carriers
did not strongly object such a behavior. They knew it was,
a•deep-rooted and prevalent practice, and admitted that
the act might sometimes serve as a stimulus to the salesmen
to work hard in business promotion, which would in turn
bring about prosperity to the air freight business.
Nine out of the 10 respondents said that their com-
. panie s forbade them from taking rebates. Only one said that
his company, instead of 'suppress!ing the act, was taking it
as an incentive to the salesmen.
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Self-evaluations
The images of the salesmen of themselves is-presented
in this section. The ques-tion "Do you conceive yourself
as ai hard!-working s le sman? was raised'. The re sponding
salesmen's replies revealed that all appraised themselves
highly. That is to say, the 10 salesmen gave affirmative
answers, Two of the respondents said i tha,tt they must, work
hard because competition was keen, especially in the low
seasons of the trade. In: the opinions of the salesmen,
the low seaaonn star. ted from December to Maroh of the nextt
year while the prosperous days were from August to November.
When the salesmen were asked about their number of
-calls per day, 3, of them said' 5 calls, 4, of them said; 6,
and another 3 said 7. The salesmen of the carriers said
ghat in some days, they did'not go out, instead, they de-
voted! themselves to office work.. Furthermore, the salesmen
pointed out that the having of a large number of calls per
day was by no means a suf:ricient measure of the success
of a salesman. Once a salesman located: a prospect who felt.
interested in his service, he might have to persuade the
prospect for hours in-order to obtain a shipment, and this
would certainly hinder the salesman's number of calls in
the day.
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+ .-0 ANALYSIS OF DATA FROM SHIPPERS
In the previous chapter, the general background, the
selling process,. the informal relationships, the offering
of rebates, and the personal particulars of the air freight
salesmen have been presented:. The pre sent chapter reviews
the shippers' practices and their responses to the saile si
methods of the salesmen.
4.1 General Background
In the method' of collecting dataf' section in Chapter
2, it has been indicated that the total number of valid
questionnaires returned was LtL. In other words, 144 shippers
have been willing to disclose their shipping practices and
opinions on the air freight salesmen. However, up to now,
no information has been presented of who these responding
shippers are with regard to the types of goods they are
handling by air, the quantities of their cargos, their rea-
sons for using air freight services, and the ways= in which
they have first come to know about the air freight industry.
In, the following,, an account. of the general background
of the responding shippers with, respect to the aspects Just
mentioned is given.
First of all, the shippers are categorized! according
to the goods they have shipped by air. Iti.is found that
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34 . 1 % of the respondingshippers are shipping textiles
and dresses15 . 9 % watchesand clocks , 11 . 4 % toys , another
11 . 4 % electricalproducts, 6 . 8 % imitationjewellery, and
20 . 5 % others . Table 4 . 1 shows the numberof shippersand
the percentage employed in the various types of cargos .
Table 4 . 1 Number and Percentageof Shippers classi -
fied by the Nature of the Cargo
Type of Shipper Number Percentage
Textiles and dresses 15 34. l
7
Watches and clocks 15. 9
Toys 11 . 45
11. 45Electrical products
Imitation Jewellery 6 . 83
Others 20 . 59
44 100. 0Total
Looking at the shippers in terms of their average
amountof freight per month , it it is found that 36 . 4 % of ,
the shippershave a monthlyvolumeof 1 - 1 , 000 kg . ; 31 . 8 %
have1 , 0011- 3 , OOOkg. ; 27 . 3 % have3 , 001 - 5 , 000 kg . and
4 . 5 % have over 5 , 000 kg . Table 4 . 2 shows the classification
of shippers by the size of shipment.
By cross , - tabulatingthe items of goods with the aver -
age monthly volume of the goods , ( AppendixIII ) , the type
of air freight shippers who had the greatest shipping
volume can be determined.
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Table 4.2 Number and Percentage of Shippers classi-




161 -1,000 kg 36.4
31.8141,001 -3,000 kg
27.3123.001- 5, 000 kg
4,52Over 5,000 kg
100,044Total
For the textiles and dresses shippers, most of them
have an average monthly volume of cargo ranging from 1,00
to 5, 000kg. In fact, 40% of the shippers in this category
reported having 1,001 to 3, 000kg. of shipments per month,
while another 40% replied to have a volume of 3,001: to
5,000kg. Only 6.7°% of the textiles and dresses shippers
are shipping undef 1,001kg. per month.
More than half of`the watches and clocks shippers,
57.1%, have shipments of 1 to 11,000kg. monthly. No res-
pondent claimed to have over 5,000kg. of freight per month.
For the toys shippers, 80% or the majority are shipping
under 1,000kg. per month.
The shippers of electrical products have a cargo volume
of 1,001 .to 5, 000kg. each month. To be more precise, 60% of.
them have 1,001' t o 3, 000kg. while 2+0% have- 3., 0011 to 5, 000kg.
All shipper of. imitation- jewellery are shipping
1,000kg. or under in a month.
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Shippers of other miscelllaneous items, which included
such goods as fish, fur skins, handbags, and footwear,
never had over 5,000kg. per month. Forty-four point four
per, cent had an average volume of 1 000k,-. or under: 33.3%
had 1,0011 t o 3, 000kg.: and 22.2% had' 3., 0011 to 5, 000kg.
From these results, it care be seen that, in, the sample
textiles and dress-es shippers have the greatest shipping
volume. Electrical products shippers follow next. Then,
irr. descending order, comes those of- the watches and clocks,
toys, and im'itatiorr jewellery.
Reasons for using air freight
services
Concerning reasons underlying the shippers' use of
air freight, mainly 6)'reasons have been specified by the
respondents. The, findings show the following overall trend
(Table 4-3): 33 shippers or 75% of the total respondents
regard time as a• capise for using air transport 4 shippers
or 9.1V4 think of it as an economical means: 15 shippers
or 34.1% take safety into consideration- another 4-shippers
or 9,1% said they are using it for the sake of convenience:
and only 2 'shippers or 4.5% revealed that popularity is
one of their reasons for shipping by air. Overseas buyers-o
options was pointed' out by 6-shippers or 13.6% of the total
By cross-tabulating the types of shippers with the
reasons for using air freight services, the time factor
important for 80% of the textiles and dress:e shippers t
71.4% of the watches and a-locks shippers, 60% of the toys
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shippers, 80% of the electrical products shippers, 66.7%
of the imitation jewellery shippers, and 77.8% of the ship-
pers of other items. As to the factor of safety, 42.9%
of the watches and clocks shippers, 80% of the electrical
products shippers, and 100% of the imitation jewellery
shippers regard it as one of their causes for shipments
by air. Thus, from, the cross-tabulations table, time and
safety are determined to be the two major reasons for the
use of air freight to the shippers in general. Furthermore,
safety is particularly important to the shippers of watches
and clocks, electrical products, and imitation jewellery.
(Appendix IV
Sources of information on the
air cargo industry
In the question asking the shippers how they first.
came to know about the air cargo industry, 52.3% replied
to have learned of it through the salesmen's calls, 2.3%
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learnt about it through advertisement, 29.5% sought in-
formation on their own, 14.5% heard from business asocsates,
and 11.4% learned of it from other sources, which were
mainly via the introduction of their customers. (Table 4.4)
Table 4.4 Shippers' Sources of First Goming To Know
about- the Air Freight Industry
NumberSource Percentage
23Through salesman call 52.3
1 2,3Through advertisement
13, 29.5Sought information oneself
Heard! from business a-ssociates 2 4, 5
Others 5
100.044Total
Cross tabulations: of the types of shippers with the
sources of first knowledge of air cargo (Appendix V) re-
veal that of the textiles and watches shippers-, the majority
knew it either through sales calls of the salesmen or from
information sought by themselves, Actually, 46.7% learnt
of the industry from the former source and 40% from the
latter. Of the watches and clocks shippers, 42.9% showed
that they had come across it by sources other than those
listed specifically in the questionnaire. As to the ship-
pers of toys, electrical products, and imitation jewellery,
most of them said that they heard about the industry through
salesmen's calls In fact, 80% of the toys shippers ,80%
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of the electrical products shippers, and 100) of the imi-
tation jewellery shippers relied on this ource of knowledge.
Thus, it is found that salesman calls are essential
in' letting the possible shippers of most of the commodities
know of the existence of the air freight services. Only
slightly more than one-quarter of the shippers have sought
information themselves.
4.2 Shipping Practices,
This sec-.tion discloses the practices of the shippers
in, the handling of air cargo. Four questions were asked!,
and they were Questions 5 to 8 in the questionnaire to,
the shippers. The questions were about the type of flights
usually chosen for shipments, the type of air freight com-
panies handling their shipments, the number of freight
companies employed, and, the reasons for choosing particular
freight companies. Table 4.5 shows the data obtained from
the responding shippers on the four questions.
In the following, anailyses are given to the findings
of each of the four questions one by one.
Starting with the ways in which goods are handled
by air, it is found that 38.6% of the shippers are using
only regularly scheduled cargo flights 6.8% are using
n-on-scheduled charters and 54.5ib are using both-means.
The conditions in which shippers of various c-ommodi-
ties handled their cargos (Appendix VI) are examined next.
For the textiles and dresses shippers, 80% of them are
using both scheduled and non-scheduled flights. For the
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Table 4.5 Findings of Questions 5 to 8 of the Questionnaire
for Shippers
Question
Description Level Number Percentagenumber
The ways in which Regular scheduled5





6 Type s of air freight Agents 79.535
1companies handlin Carriers 2.3
18.28Boththe consignments
100.0Total 44
Number of freight One 20.57 9
13 29,5companies employe1 Two
10 22.7in assigning ship- ThreeM
12 27.3More than 3ments
100.044Total
61.4278 Reasons for choos1 Efficiency










toys shippers, 60% are using both, and for the electrical
products shippers, also 60% are-,using both. On the other
hand, 71.4% of the shippers of watches and clocks are
shipping by means of scheduledl flights' only. As to shippers
of imitation jewellJery, all of them are depending on sched-
uled flights. For shippers of other commodities, 33.3%
are shipping by scheduled flights 22.2% by non-scheduled,'
charters and 44.4% by both.
In other words, shippers of textiles and dresses,
toys, and electrical products have' more people employing
booth types of flights than those employing either one.
On..the contrary, the shippers of watches and clocks are
having more people using scheduled flights than those
using both. The sharp contrast lies in the shippers of
imitation jewellery all. of them are shipping solely by
scheduled flights.
Now,, looking ati the conditions of handlling, cargos
from another angle, the shippers of differentt average
monthly quantities were cross-tabulated with their various
shipping methods (Appendix VII). The results yielded
show that for shippers with ai monthly volume of shipments
under 1 ,001kg., 31.3%o are using both types of flights
to ship their goods for shippers with a volume of 1,001
to 3,000kg., half of them are using both types for ship-
pers of the volume 3,001 to 5,000kg., the percentage is
83.3 and for shippers of over 5,000kg. per month, all
of them are handling their cargos by both scheduled and
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non-scheduled flights. Obviously, this means the larger
the monthly volume of shipments, the more the shippers
rely on every means of flight. So far, non-scheduled
charters have been relatively unused as the only means
of handling cargos.
Turning to the second question which concerned-the
shipping practices, the types of air freight companies
consignments isemployed by the shippers in handling
revealed. Seventy-five point five per cent of the ship-
pers are relying on air freight agents 2.3% on carriers:
and 18.241/10 on both. Thus, it reflects whatl. has been said
in Chapter 1, which is that agents have a very active
role in the air freight industry.
Crosse-tabulations of shippers of various commodities
with the types of companies employed (Appendix VIII)
show that in a111. categories, there are overwhelmingly
more shippers employing only agents than those employing
only carriers or both types of companies. It is notice-
able that for the toys shippers and the imitation jewel-
lery shippers, all are having shipments handled,by the
freight agents.
A similar feature can be seen from the cross-
tabulations of shippers of various monthly quantities
with the types of companies employed (Appendix IX) .
For shippers with a volume of 1,000kg. or under, a small
number, or. 6.2%, are using both agents and carriers; for
shippers of 1,001 te 3, 00Okg., 14.3% and for shippers
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of 3, 001 to 5, 000kg., 41.7%. The number of shippers em-
ploying both types of companies is by no means exceeding
that using solely freight agents in each category. How-
ever, the results do point out that except for really
bulky volume, over 5,000kg-. in this instance, there tends
to be a trend that the larger the quantities of ship-
ments per month, the more the number of shippers are en-
gaging both agents and carriers to handle their cargos.
The third question has dealt with the number of air
freightL companies a shipper has chosen. for carriage of
his goods. Twenty pointtfive per cent are using only one
air freight company 29.5% are using two 22.7% are using
three and 27.3% are using more than three. Therefore,
the distribution of shippers having different numbers of
companies handling their caa gos has been fairly even.
More or less the same. proportions of people are taking
from one to about tour freight' companies to serve their
shipments.
From cross-tabulations of the types of shippers by
commodities with the number of companies employed for
shipments (Appendix X), it is found that nearly half of
the textiles and dresses shippers, 46.7% to be exact, are
having more than three freight+ companies handling their
shipments for the watches and clocks shippers, 42.9% are
using two companies for toys shippers, 40% are using
only one while another 40% of them are using two and for
the-categories of shippers of electrical products- and
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imitation jewellery,, each has well over half of the people
shipping their goods through one company only, the percent-
ages are 60 for the former and 66.7 for the latter. As
to the "others" category, 77.7% are taking three or more
companies to handle their consignments.
From results of cross-tabulating shippers of different
monthly freight volume with the number of companies choos-
ing for carriage (Appendix XI), it is noticeable that for
shippers with a volume of. 1,000kgr. Or less, 31.3% are ship-
ping through one company and 50°% through two- for shippers
of 1.001 to 3,000kg., 57.1% are served by three freight
companies for shippers of 3,001 to 5,000kg., 41.7% are
choosing over three and for shippers of above 5, 000kg.
per month, all of them are using mor. a than three companies
to ship their goods. In other words, the greater the whip-
per in terms of monthly shipping volume, the more the num-
ber of freight companies he employs for services.
Shifting to the fourth and the last question in this
section 9 the analyses are as follows.
Sixty-one point four per cent of the total respondents
have considered efficiency as one of the.criteria in choos-
ing particular air freight agents or carriers for shipments
of their goods. Twenty point five per cent have handed
over consignments due to acquaintance with the air freight
salesmen. Thirty-one point eight per cent have appointed
certain companies because of the attractive terms given to
shipments. Thirty-eight point six have given consignments
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owing to the provision of good services . . No respondents
has chosen the companies randomly . Eighteen point two per
cent have suggested other reasons such as instructions from
overseas customers as their cause of shipping through parti -
cular freight companies . Since some respondents have given
more than one answer to the question , the percentageof af -
firmative answers in the above is calculated in relation to
the total sample for each level of the predeterminedanswers .
In AppendixXII , it can be seen that amongstthe tex -
tiles and dresses shippers , 80 % have regarded efficiency
of an air freight company as one of the factors in making
choices . Amongst the watches and clocksshippers, the
percentage is 71 . 4 amongst the electrical products shippers ,
60 % and amongst the imitation jewellery shippers , 100 % .
That is to say , except the toys shippersand ' those in the
others category in which the percentagesare 20 and 33 . 3
respectively , the shippers of various commodities all have
a majority in each thinking of efficiency as an essential .
As to the factor of friendships between shippers and
salesmen , only a minority in each category of shippers have
realized it as influencing their choices of air freight
companies . In the reason of choosing particular agents
or carriers for their attractive terms given , the watches
and clocks shippers , the toys shippers , and the electrical
products shippers are each having about 40 % of people
agreeing in this . For the reason of provision of good
services, 40 % of the textiles and dressesshippers, 57 . 1 %
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of the watches and clocks shippers, and 60%% of the toys
shippers are bringing it into their considerations during
decision-making.
As to people thinking of other reasons, 50% of them
are shippers of textiles and dresses.
In Appendix XIII, which is the cross-tabulations of
shippers of different monthly volume with the reasons, the
noticeable findings are that for the reasons of good terms,
services, and others, each has half of the shippers with
monthly shipments of over 5,000kg. claiming it as a reason
in deciding which companies are to be granted consignments.
For the reason of efficiency, all of these shippers have
given affirmative answers. On the other hand, no one has
ever considered friendship or random selection as their
bases for choices. Thus q it is noted that shippers are
rational when they have bulky shipments involved.
Furthermore in the criterion of friendship, 25% of
the shippers of under 1,001 kg. shipments per month, 21.4%
in the 1,001 to 3, 000kg. category. and' 16.7% in the 3,001
to 5,000kg. category have revealed to have thought of it
in assigning shipmehts to certain agents or carriers. To
summarize, it is found that the smaller the shipments in
volume, the more active the role of friendship plays a
part in the shippers' decision-making processes.
4.3 Reaction to Sales Methods of
the Air Freiht Salesmen
It has been specified in Chapter 1 that the sales
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methods of the air freight salesmen to be considered are
ii
mainly the establishment of friendly relations and the
offering of rebates by the sellers to the buyers. Thus,
in this section, analyses of the shippers responses are
divided into two parts, the first deals with the former
and the second concerns the latter.
Establishment of friendly
relations
Questions 9 to 12 in the questionnaire for shippers
are intended to reflect the responses on the part of the
shippers to the efforts made by the air freight salesmen
in establishing friendly informal relationships with them.
Firstly, the frequencies of calls made by the sales-
men to respective shippers is determined.. Table 4.6 re-
vealed the findings.
Table.4.6 Frequencies of Calls from Air Freight
Salesmen
PercentageNumberFrequencies per month
12 27.3Less than twice
11 25.02 - 3, times
20.54 - 5 times 9
27.312More than 5 times
100.044Total
The table shows that the distribution of shippers
receiving varied frequencies of call's per month is fairly
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even. 27.3% of the shippers are having less than two calls
from the salesmen per month 25% are having 2 to 3 calls
20.5% are having 4: to 5: calls and another 27.3% are having.
more than 5 calls.
Looking into the frequencies of calls received by ship-
pers of different types of commodities ,(Appendix XIV),
nearly half, or 46.7% of the textiles and dresses shippers
have over 5 salesman calls per month 57.1% of the watches
and clocks shippers have less than 2 calls 60% of the
toys shippers have 2 to 3 calls while none of the respon-
dents in the category is getting calls over 3 times per
month 40% of the electrical products shippers are having
4 to 5 calls and another 40% are having 6 or more 66.7%
of the imitation jewellery shippers are receiving calls
from 4 to 5 times per month.
Ttirning to frequencies of calls received by shippers
of different. monthly freight volume (Appendix XV), cross-
tabulations results indicate that 68.8% of the shippers
of under 1,001kgo per month are having 3 calls or less
57.2% of the 1,001 to 3,000kg. shippers are having 4 calls
or more 50% of the 3,001 to 5,000kg.'shippers are also
having 4 calls or more and 100% of the shippers with over
5,000kg. of shipments are having more than 5 calls from
the air freight salesmen each month.
Then, the other three questions, questions 10. to 12
in the questionnaire, are asking the shippers' conditions
and opinions of going out for casual meetings, such as
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taking lunch or dinner,. with the air freight salesmen.
These questions inquire directly on the friendly informal
relationship between the buyers and the sellers of the
freight services.
The first question is whether a- particular shipper
has ever had casual meetings with salesmen. Answers re-
vealed that three-quarter. s of the responding- shippers have
had such meetings occasionally while 11.4% of them said
often' ands 1 3.6% said never o Table 4.7 shows the data
obtained.
Table 4.7 Experience of Shippers in having Casual








Of the textiles and dresses shippers, 73.3% have had
casual meetings with the salesmen sometimes 71.4% of the
watches and clocks shippers /40% of the toys shippers,
80% of the electrical products shippers 1007 of the imi.
tation jewellery shippers and 88.9% of the shippers of
other commodities.. In fact, no shipper of the categories
oloat.r1or.1 prod io-th, Imitation jowellory, and others is
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saying that he has never had the experience of going out
for casual meetings with the salesmen. From these cross-
tabulations results, it is learned that the shippers of
toys have less people going out to meet the salesmen in-
formally than shippers of other categories. (Appendix XVI)
Of shippers of under 1, 001 kg. monthly freight volume,
75% have casual meetings with the salesmen sometimes while
18.7% never. Of shippers of. 1, 0011 to 3, 000kg., 71.4% have
the meetings sometimes and 21./1 never. Then, of the ship-
pers of 3,001 to 5,000kg., 83.31% answered sometimes while
16.7% claimed often. Of the shippers of over 5, 000kg.
the percentages of those giving sometimes and often
responses are the same- each with 50% of the shippers of
the category. (Appendix XVII)
Obviously, most of the shippers have the experience of
going out for casual meetings with the-salesmen. The larger
the shipper in hisImonthly freight volume, the more probable
he has informal meetings. Further. more, the frequencies of
such meetings correlates positively with the volume.
The perception of the shippers on the usefulness of
the friendly informal relations in accomplishing a deal
was asked irn Question 11. Fifteen point nine per cent of
the shippers regard the meetings as very useful 56.8%
regard them as useful and 13.6% think of them as not use-
ful. Thirteen point six per cent or 6 respondents who
had claimed never in the last question gave no answer
to this one. Table 1+..8 lists the answers.
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Thble 4.8 Opinions of Shippers on the Usefulness of









Cross-tabulations of shippers of different commodities
with the opinions on casual meetings (Appendix XVIII) show
ofthat 40% of the textiles and dresses shippers, 57.1j*
the watches and clocks shippers, 20% of the toys shippers,
80% of the* electrical products shippers, 66.7% of the
imitation jewellery shippers, and 88.9% of the others
shippers, regard casual meetings as useful. Of'those who
considered the meetings as very useful, 71 .2+% are the tex-
tiles and dresses shippers. Thus, it can be said that the
toys shippers have relatively few people evaluating the
meetings high.
From cross tabulating shippers of different. average
monthly volume with their perception on casual meetings
(Appendix.XIX)9 the results indicate that as the size of
the shippers' shipments grows, tIe percentage of people
thinking of casual meetings as very useful grows as well..
To be precise, 12.5% of the shippers of under 1,001kg.
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regard the meetings as very tuseflul for shippers of 1, 001
to 3,000kfr., the percentage increase to 14.3% for shippers
of 3,001 to 51,000kg., it is 16.7% and for over 5,000kg.
shippers, it is 50%.
After revealing the views of the shippers on the
usefulness of informal meetings, they were asked if they
had ever made promises of air shipments to the freight
salesmen during such meetingB.. The responses from the
question can be seen in Table 4,. 9.










A note has to be given to the answer ,of never. This
answer includes those who have never had casual meetings
with the salesmen, and as a result, cannot.:.possibly have
made the promises.
Generally speaking, nearly half, or 47.7% of the ship-
pers have promised shipments to the salesmen occasionally
during the meetings. Only 4.5% have expressed that they
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do so frequently. Twenty - seven point three per cent said
rarely , and 20 . 5 % said never .
Cross tabulationsshow that 53 . 3 % of the textiles and
dresses dhippers make promises sometimes while no one makes
them frequently. Of the watches and clocks shippers , 57 . 1 %
make promises only rarely . For the toys shippers , FO have
never made any promise . Then , for the electrical products
shippers , 60 % give promises sometimes. All imitation jewel -
lery shippers also make promises sometimes. As to the ship -
pers of others , 55 . 6 % make promisessometimeswhile the
remaining44 . 4 % make ' them rarely . The results indicate that
while many toys shippers have doubted the usefulness - of
casual meetings , they do not feel like making promises of
shipmentsin such occasionslikewise . ( Appendix . XX )
Another cross - tabulationstable ( Appendix XXI ) of ship -
pers of different monthly volume versus promises of shipments
during casual meetings gives the following findings . Of the
under 1 , 001 kg . . shippers, 43 . 7 % give promisessometimesduring
the meetingsand 21 . 4 % do so rarely. Then , 41 . 7 % and 33 . 3 %
of the 3 , 001 to 5 , 000 kg . shippersgrant the salesmentheir
consignments sometimes and rarely respectively . As to
shippersof over 5 , 000 kg . , 50 i give promisessometimes: and
the remaining50 % never . It can thus be said that the major -
ity of shippers of different volume categories have made
promises to the salesmen concerning their shipments during
the casual meetings . Thus , informal relationships appear




In this part, two questions were used to disclose the
shippers' attitudes. The first question dealt with the
knowledge of the existence of rebates in the air freight
industry by the shippers and the second was about the
percentages of rebates received by the, shippers o The' find-
ings of the two questions are reproduced in Table 4.10.
Table 4.10 Findings from the Shippers about Rebates
Description Level Number Percentage
Knows about offer- Yes 42 95.5
ing of rebates No 2 4.05
Total 100.044
Percentage of re- No rebates 15.97




From the first question, it is learned that nearly
know about kickbacks in theall of the shippers (95.5%)
air freight business. Only a negligible portion (4.5%)
of the shippers1 replied that they had never heard of re-
bates before e. In the findings, these people are all ship-
pers of the textiles and dresses, and they have an average
shipping volume between 1,001 to 5,000kg. per month.
As to the percentages of rebates received by the
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shippers, 15.9% claimed they had no rebates 20,5% said
the rebates were between 1 to 3% 38.6% mentioned that
they got 4 to 6% and 25% revealed to receive over 6%
rebate s..
Of the textiles and dresses shippers, 600 maintain
rebates of 4% or more. Of' the watches and clocks shippers
85:8% obtain rebates of 1 to 6%. For both the toys ship-
pers and the electrical products shippers, each has 80%
of the people in their respective category receiving 1 to
6% of rebates. In fact, 60% of,toys shippers have rebates
from 4, to 6% As to the imitation jewellery shippers,
are66.7% get rebates of over 6% while the remaining 33.3
getting 4! to 6%, The others shippers have 66,6% securing
4% or more rebates from the salesmen. In other words,
the majority of'people in the categories of watches and
clocks, toys, and electrical products are having rebates
ranging from 1 to 6%. The imitation jewellery shippers
and the others shippers are each having most people
receiving over. 3% of rebates. For those who claimed to
have no rebates, 71.4% belong to the textiles and dresses
shippers group. (Appendix XXII)
Focusing now on the percentages of rebates received
by shippers of different monthly volume, 75% of the
shippers with cargos under 1, 001 kg. per month reported
rebates of 4% or more of those, 1, 001 t P 39000kg. shippers,
it is 67.2% and of the 3,001 to 5 ,000kg. shippers, 58.3%
(Appendix XXIII) This seems to indicate that as shipments
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grow larger, the percentages of rebates received from the
shipments by the shippers decrease.
4.4 Shinners' Evaluation
In the last part: of the gtuesti.orinaire, the shippers'
$)p1i%1.OI% on the air freight salesmen's ability and service
were requested o The answers obtained from the questions
are shown in Table 4.11.
Table 4.11 Shippers' Opinions on the Ability and Service
of the Air Freight Salesmen
PercentageI Numb e rILeve 1Description
2.31All are skilledAbility of sales-











As can be seen from the table, only 2. 3% of the ship-
pers regard all the salesmen of the air freight industry
as skilled. Fifteen point nine per cent take most of. the
salesmen as skilled. Slightly more than half' of the shippers
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(52.3%) think of the salesmen as generally satisfactory.
Twenty-five per cent assume few are skilled, and 4,5% have
said that the salesmen are not satisfactory at, all.
Thus, the g radings given to the air freight sales-
men by the shippers are not very high. While half of
the shippers said that the salesmen are generally satis-
factory, one-quarter thought that only a few of them are
skilled in selling.
From cross-tabulations of the data, it is discovered
that 33.3% of the textiles and. dresses shippers have graded
then salesmen as few being skilled while 6.7% of them think
all are not satisfactory. For the watches and clocks ship-
pers, 28.6% say "few are skilled and 14.3% say "not satis-
factory at all,' The toys shippers has-40% of them saying
that few are skilledo. This three categories of shippers
comprise essentially the persons who have graded the ability
of the salesmen low. (Appendix XXIV)
As,to the services provided to the shippers by the
salesmen, 9.1% think they are very satisfactory 77.3%
think they are satisfactory and 13.6% think they are not
satisfactory. That is to say, more than three quarters
of the shippers feel satisfied with the services provided
to them by the air freight salesmen.
Of those people who are not satisfied with the sales-
men's services, 66.7% are the textiles and dresses shippers
and the other 33.3% are shippers of others. (Appendix XXV)
Besides evaluating the salesmen's ability and services,
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the shippers were asked in the last question of the quest-
ionnaire to give suggestions to the air freight salesmen
concerning their sales methods. In this aspect, only 11
respondents made suggestions.
Amongst the- sugg a s-t i ons, the one about the honesty
and reliability of the salesmen has been emphasized by 6
out of the 11 responding shippers. Honesty and reliabi-
lity of the salesmen are needed-in such fields as the offer-
ing of competitive rates and the keeping of promises with
regard to the delivery time of the consignments. Other
suggestions include that the salesmen should not rely so
much on-kickbacks as an influential factor in inducing
shipments. Also, some respondents indicated that they
disliked' the sales approach of some salesmen who tried
too much to teach the buyers. The salesmen should try
more on persuasion. Furthermore, one shipper has pointed
out that the salesmen are not knowledgeable in the services
they provide. That is to say, the salesmen have to learn
their products before they go out and sell them,
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5.0 CONCLUSIONS AND RECOMMENDATIONS
A review on the findings of the study serves as a
part of the conclusions. Then the effectiveness, of the
personal sales methods of the air freight salesmen is
summarized. In the last part, recommendations are made.
5.1 The Air Freight Salesmen
In Chapter 3, a general picture of the salespeople
in, the air freight industry of Hong Kong has been, given.
In the following, the major findings are summarized.
There are two types of air freight salesmen. One
is the salesmen of the carriers and the other is the sales-
men of the air freight agents. None of the salesmen are
specializing in any particular kind of commercial cargos.
They are ready to handle all sorts of consignments from
clients under the condition that their companies are cap-
able of handling the carriage.
Most air freight companies have set quotas for their
salesmen. For the agents, quotas differ from salesman to
salesman depending on sales experience and.monthly salary.
In. the carriers, no quota has been set for individuals,
instead, there are departmental quotas which demand res-
ponsibility from the whole sales staff.
The salesmen of the air freight agents are lacking.
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in' formal: salesmanship training. On the other hand, the
sales-men of theI carriers have training courses from time
tbo time provided by their companies.
Mainly three aspects of the selling process of the
air freight salesmen have been examined. The first is
about the techniques of locating customers. Cold canvass-
ing is widely practised by all agent's salesmen. In add-
ition, searching through directories and the endless chain
method are sometimes used by them. For the carrier's sales-
men, they depend' solely on the lists of clients supplied
by their companies.
The second step considered in the selling process is
the conduct of sales transactions by the salesmen. In
most cases, the persons whom the salesmen contact for con-
signments are the shipping managers or the owners, of the
importing or exporting firms. A salesman of an agent us-
ually starts with an introduction of himself, Then, he
will try tto determine whether his prospect makes cargo
shipments by air. Following this, the rates and'charges
are shown. If' criticisms arise at this stage, the sales-
man's job, is to barg.in with his prospect .for competitive
prices and services. If the prospec.-U. is interested', the
salesman will continue by clarifying the terms of the
possible shipment* These terms include details such as
the percentage of rebate to be offered andi the route of
the consignment to be taken. The sales transaction stops
at the safe arrival of the cargo to a consipnew.
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The approach taken by a salesman of a carrier differs
somewhat from that taken by an agent's. The difference
lies mostly in the absence of rebates when the carrier's
salesman is dealing with an indivId .ial shipper.
The third aspect of the selling process is in handling
objections. Objections of the shippers focus mostly on
the delay of delivery. What ai salesman must do is to re-
main patient and to give appropriate explanations
Besides condue-ting. the selling process at the shippers'
offices, the air freight salesmen, especially those of the
agent's, prefer going outL to lunch or dinner with their
clients in! order to maintain friendly informal relation-
ships m They are going out most frequently with those
cuwtomers whom have bulky shipments.
Rebates nerve as another tool. in inducing customers
to buy in the air freight business. Percentages of rebates
offered' by the salesmen of the agents wary according to
the types of flights taken by the shipments. As to the
percentages of rebates offered by the salesmen of the car-
riers, they are more or less fixed in the sense that the
posy-ible levels- are being commonly known. Sometimes, the
sa esmen. may be dishonest and try to take rebates for them-
selves by cheating their companies and the clients.
In the opinions of the salesmen, punctual delivery
of consignments and provision of,services such as packing,
customs clearance, and telex advice of shipments are also
important' in addition. to the establishment of friendly
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relations and the offering of rebates
The majority of the salesmen consider the prospects
of their present work as good. Nevertheless, some sales-
men have grown tired of their jobs after long terms of,
service and view their future dimly. Anyway, all of them are
conscientious iniwork.
Regarding the salesmen's cco.mpensation. 80% thought
of their salaries as mood. Some of the salesmen of the
agents may have extra money from rebates occasionally.
The range of the rebates is within 1% to 5%. Meanwhile,
most of the air freight companies forbid their salesmen
from engaging in such behavior.
Lastly, the air freight salesmen, on the whole, con-
ceive themselves as hard-working persons. The number of
sales calls they make in a day is around six.
5.2 The Shippers
The responding shippers have been categorizeda intt,o
6 groups according- to the types of commoditties they ship
by air.
Of' these groups-, of people, the textiles and' dresses,
shippers are those who have the biggest monthly volume of
cargo.. Most of them consider time as their reason for
using air freight s-ervices. They have first come to know
the anir cargo industry mainly through either sales calls
or self-search. For their shipments 9 they employ hoth
scheduled and, non-scheduled flights. Usuazlly, they have
three or more.air freight agents handling their cargo.
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The criteria in which they use in deciding the freight
companies for their freight are efficiency, provision of
good services, and their overseas buyers' options.
The second group of people who also have bulky ship-
ments is the electrical products shippers. For these ship-
pers, the safety factor is as important as the time factor
in air freight. They have learnt of the industry mostly
from salesmen's business- calls. Their shipments are often
carried by every possible means of flights. The average
number of companies these shippers employ is only one. Well.
over half of the shippers in this group take efficiency of
freight services as important.
The watches and' clocks shippers rank third in the
average monthly volume of air cargo. Like the a lec•tric,l'
products shippers, time and! saf_ ety are the two factors
that have accounted for their use of the freight services.
About' three-quarters of their freight are services by sched-
uled• flights. Many watches and clocks shippers are using-
two companies to handle their consignments. In their choice:
of par_ ticul'ar freight companies 9 efficiency receives keen
consideration by them.
The characteristics of the. toys shippers are in many
ways similar to those of the textiles and dresses shippers.
The biggest difference, of course, lies in the monthly size
of cargo. As a result, most of the toys shippers employ
only one or two freight companies for shipping services.
The imitation jewellery shippers resemble the watches
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and clocks shippers in thatt they emphasize the time and
safety facttors: their freight depends much on scheduled
flights and efficieney of the freight companies is vita3l.
The variance is that, due to the small' volume of shipments
per month, most of the imitation jewellery shippers are
using only one air freight company to carry their goods.
The others category of shippers,. as it' consists of
shippers of various commodities and different volumes of
monthly freight, has characteristics which are a combinat-
ion of those that have a-lready, been listed for the other
categories.
An overall review of the shippers point's outf. the
following:
1 Time is:the most important factor that accounts for peo-
ple' s use of air freight g and safety is the second.
2. More than half of the people have learntc of' air freight
via sales calls' about one-third have sought information
of the business themselves.
3. Eighty per cent of the shipments in Hong Kong are handlei
by the air freight agents.
4. Shippers are choosing particular air freight companies-
on criteria of efficiency, provision of good services,
and attractive terms for shipments.
5. The average monthly volume of cargo decides the number
of air freight companies to employ. The bigger the
volume, the more the number of companies that. will be
used .
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6. The role of friend'ship between the s-hippers and the
salesmen is important in obtaining small size shipments
only. That is to say, when a shipper has to decide
which air freight company is to handle his bulky ship-
ments, acquaintance with a particular salesman of a
particular company has little influence on him.
7. The larger the shippers' monthly volume of freight, the
higher the frequencies of calls they will receive from
the air freight salesmen.
5.3 Comparison of Air Freight Salesmen's Concepts
of Selling with Real Situations
In Chapter 1, it was mentioned that the sales methods,
of the air freight salesmen, to be examined-were the estab-
lishment of friendly relations and the offering of rebates.
Both methods are conceived' as very useful by the salesmen,
especially those of the agents. In this section, these
concepts of selling of the salesmen are to be compared to
the facts revealed by the shippers
Establishment of friendly relations
Friendly relations, in this study, have been indicated
by the casual meetings, such as having lunch or dinner with
the customers or prospects.
The views of the shippers in this regard are briefly
outlined below:
1. Most shippers have had the experience of having casual
meetings with air freight salesmen. However, few are
meeting very often. The toys shippers are less interested
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in them as compared to others. Moreover, the frequencies
of these meetings are to a certain extent proportionail
to the shippers' monthly volume of cargo. That is, the
greater the volume, the more the casual: meetings the
concerned shippers will have.
2. Slightly less than three-quarters of the shippers view
the casual meetings as useful in the accomplishment of
freight transactions. Again, while most of the people
in the other categories have praised the usefulness=
of casual meetings, there are relatively few toys ship-
pers giving the meetings a high value. It-has also been
found that there are more prople of over 5,000kg. monthly
shipments thinking of casual meetings as very useful
than people of under 1,000kg. shipments. However, the
proportions of these people in their respective shipping
volume categories are small.
3. Many shippers piomise shipments to the salesmen during
the casual meetings. Only one-fifth have never done this.
Thus, friendly relations or an informal atmosphere
between the shippers and the salesmen may indeed help the
salesmen in promoting their business. The salesmen are
correct in going out most frequently with those shippers
who have the largest shipments through them. However, as
many shippers are promising shipments only occasionally
during the casual meetings, the salesmen have to evaluate
the worthiness of the meetings in terms of the costs in-
volved.
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It has been stated in the previous section that the
role of friendship is active in obtaining small size ship -
ments only . The statement may seem contradictoryto what
hasp just been said . In fact , it is not . When merely
friendship between a shipper and a salesmen is thought of ,
the shipper may feel like doing a favor by letting his
friend handle his small volume shipments . The rationale
behind is probably that in case of poor service , the shipper ' s
loss , will not be great . However , when bulky shipmentsare
involved , the shipper has to be rational by evaluating other
factors such as efficiency and provision of good services
on the part of the salesman and his freight company besides
friendship before he hands over his goods for carriage .
In other words merely success in establishing friendly
relationshipswith the shippers by the salesmen is not en -
ough to induce shipments . The salesmen ' s qualityin work
together with good freight companies to back them up are
as important as friendship in promoting sales .
Offering of rebates
The major finding from the shippers is that as the
volume of shipments increases , the percentage of rebates
received by the shippers decreases .
Since the air freight salesmen regard the offering
of rebates as a useful tool in selling their services , they
emphasize them whenever they come across potential customers .
As a result , nearly all of the shippers know about the
Otherwise , loss will be great .
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existence of rebates in the air freight industry.
From previous findings, it has been observed that
efficiency has been chosen by most shippers as one of-their
reasons in having particular air freight companies to handle
their cargos. Provision of good services is the next most
popular reason. Attractive terms of shipments, which in-
c,lude rebates, comes only third.
Thus, the air freight salesmen have been right in
taking the offering of rebates as an essential in gaining
consignments. However, the offering of rebates is not the
only thing that attracts the shippers. Efficiency and
goodl services are more important.
5.4 Shippers' Satisfaction towards the Air.
Freight Salesmen's Performances
A little more than half of the res-ponding shippers
have graded the ability of the air freight salesmen as
generally satisfactory. Few shippers have Marked' the
ability of the salesmen at the two extremes, which are
all are skilled and not satisfactory at all. The
textiles and dresses shippers, the watches and clodks
shippers, and the toys shippers are each having about
40% of the people in their categories grading the ability
of the salesmen low.
However, as to the satisfaction of the services pro-
vided by the salesmen, more than three-quarters of the
shippers have admitted that they are satisfied. For pe o-
nle who have felt dissatisfied with the services, two-thirds
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of them are the textiles and dresses shippers. Therefore,
on the whole, it can be saaid- than the performances bf the
air freight salesmen are satisfying.
To conclude, the sales methods of the air freight
salesmen have been effective. They are generally competent.
Their concepts of selling- establishment of friendly re-
1attions and the offering of rebates- are coping with the
real situations in the business world of Hong Kong. Further-
more, the salesmen's performances have been able to satisfy
most of their c1ients.
5.5 Recommendations
Many suggestions from the shippers have mentioned
about improvement in honesty and reliability of the air
freight salesmen. Obviously, some salesmen are dishonest
in the sense that they have tried to take personal kick-
backs out of the sales transactions. By so doing, the
salesmen are exploiting the profits of their companies and
the shippers. They have also been claimed as unreliable
because of touting unobtainable delivery times.
Actually, "the Roman word for salesman meant 'cheater'
(18, p. 8)". In order to rectify the bad' reputation, the
ethical standards of the salesmen's conduct have to be
raised. The air freight salesmen "must disdain lying,
cheating, misrepresentation, extravagant claims (20, p. 29)".
Another sugges-tion from the shippers points out that
salesmen are over-emphasizing the usefulness of the offer-
ing of rebates. The salesmen should bear in mind that the
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importance of rebates comes after efficiency and provision
of good services.
As to the sales methods employed during the interviews
with the potential buyers, some potential buyers have
complained! about the ways in which the salesmen converse.
That is to say, the shippers dislike feeling themselves
being taught by the salesmen. Thus, persuasive communi-
cation is always necessary. Perhaps the bringing in of
the need-satisfaction theory (5) can help the salesmen
improve their sales presentations.
The approach taken by the need-satisfaction theory
states the following: "the salesman leads the customer into
doing most of the talking at the beginning, in order to
help the salesman pinpoint the customer's needs. After
the salesman feels that he understands the customer's needs
more fully, he begins to participate more in the sales pre-
sentation, trying to help the customer understand his needs.
Once they both agree on needs, the salesman attempts to
show how his product will fulfill these needs and to close
the sale." (16. p. 549) Figure 5.1 illustrates the theory
diagrammatically.
One more point raised by the shippers in their suggest.
ions is that the salesmen have to understand the services
they are providing. From this, it can be seen that proper
training is really necessary to the salesmen so that they
are equipped with enough information to be able to satisfy
their customers.
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Source: Harold C. Cash and W.J.E. Crissy, "Ways of
Looking at Selling," Psychology of Selling,
1957.
Besides understanding their services, the salesmen
need to better realize that the use of air freight by the
shippers is necessary for commodities which involve such
considerations as emergency, marketing advantages, valuables,
distribution cost saving, and perishability. Knowledge
of the natures of the shippers' goods can help in locating
customers
Furthermore, the salesmen are reminded of four basic
facts (8):
lo Selling-is persuasion, not compulsion.
2. Selling is educating. That is, the salesmen's job is
to awaken needs or wants in the customers' minds.
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3. Selling must benefit both the buyer and seller.
4. Selling involves helping the customer to make a satis-
factory purchase.
Although the ability of the salesmen has not been
graded high by the shippers, they should not be discourged.
Salesmanship can be learned. Much of a salesman's success
must be attributed to hard work, practice, and a fierce
determination-to improve....... Every salesman makes mistakes,
has handicaps he never completely overcomes, and loses sales.
Knowledge, however, is conducive to improvement, to a leng-
thening of the odds for success, to the reduction of mis-
takes, and-.to the raising of the salesman's average". (15)
"Society is both ruthless and benevolent ruthless
in eliminating unwanted firms, activities, or people.
benevolent in rewarding those who give it what it wants,
Hence, the salesman must be performing functions which




1. What items of goods are you usually handling?
2. Where are the goods that' you handle shipping to mostly?
3. Whati- is the average monthly amount of air freight goods
which is handled by you?
4., Is there any quota. in the volume of- air freight goods aeti
for you by your company?
Yes
No
5. What is the quota?
6.. Does~ the quota differ from person to person in your company?
Yes
No
7. How many air freight salesmen are there in the company you
are working with?




9 9 What are the qualifications required' by your company in
the recruitment of salesmen?
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10. What methods are you using in locating your customers?
11.. After locating your potential customers, what do you do in
order to obtain, their shipments?
12. What has to be done in-, order to have repeat shipments
handled by you from a new Customer?
13 P When you are making a, salesman's call in, a. shipper's- office,
who do you usually contact?




15 Is it a necessary procedure?
Yes
No
16. Are the particulars concerning every shipment always
clealy laid out bou and the shipper?
Yes
No
17. Have your customers ever complained to you about your




18. How often are these objections?
19, What are the objections mainly about?
20. How do you deal. with the objections?
21. Do you think your customers are reasonable in having
objections?
22. Halve you been going out to...take lunch or dinner with your
customers?.
Yes
No (Go to 26)
23. How often do you have such casual meetings with your air
freight customers?
24. Are you going out most frequently with the customer who
has the largest monthly shipping volume through you as
compared to other shippers?
Yes
No
25. How useful do you think are these casual meetings helped
you in maintaining your customers' loyalty towards your
a,ir freight services?
Z6. Do your customers shim their air freight goods through




27. In your opinion, why are your shippers-having their goods
handled by several air freight companies at the same time?
28. Is the offering of rebates to the shippers a common practice
in the air freight business?
Yes
No
29. Are you offering rebates to your customers?
Yes
No (Go to 33)
30. Do you think rebates are essential in inducing your potential
customers to ship their goods through you?
Yes
No




32. What percentages of rebates are you usually offering to
your customers?
33. Besides rebates, what else are expected from you or your
company by your shippers?,
34., How long have you been working as a salesman in the air
freight business?
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35. Before becoming an air freight salesman, have you been
working in any other business fields?
Yes
No
36. What other jobs have you been working?
37• Can you please tell me the reasons underlying your previous
changes of jobs?
38. Do you think the prospect of being an air freight salesman
is good?
39. Are you enthusiastic with your present work?
Yes
No
40. Have you ever thought of shifting to other cobs?
Yes
(Go to 43)No
41. What other jobs have you planned to shift to?
42. Why do you plan to shift?
43. Can you please tell me the amount of your monthly basic
salary?
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4e.. Do you think it is a good pay?
Yes
No
45. Have you ever tried to earn money out of rebates?
Yes
No
46. How do you justify for this behavior? (If answer is "NO"
in Question 45, skip Question 4.7.)
47. What is the average percentage you usually get from rebates
for yourself?
48. Does your company forbide you from earning rebates?
Yes
No
49. Do you conceive yourself as a hard-working salesman?
Yes
No
50. How many sales calls do you usually make in a day?




1-!. What items of goods have you shipped by air?

















heard from business associates
others (please specity)
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5. In what ways are your goods usually handled by air?
regular scheduled cargo flights
non-scheduled charters
both





7. How many air freight companies (inc-luding both agents and





8. Why are you choosing particular air freight agents or
carriers for shipments of your goods?
efficiency
acquaintance with salesmen
attractive terms for shipments
provision of good services
Just happened to come across
others (please specify)
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9. How frequent are you called on by the air freight salesmen?
less than twice per month
2- 3 times per month
4- 5 times per month
more than 5 times per month
10. Have you ever been going out for casual meetings (such as
taking lunch or dinner) with the air freight salesmen?
often
sometimes
never (Please go to Question 13.)
11. How useful do you. think are casual meetings helped you




12. Have you ever made promises of air shipments to the air





13. Have you ever heard about rebates (kick-backs) in the air
freight busziness?
Yes
(Please go to Question 15.)No
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1. What percentage of rebate do you usually receive for






15. What is your opinion on the ability of the air freight





not satisfactory at all
16. Generally speaking, how satisfied are you with the services




17. What are your suggestions to the air freight salesmen
concerning their sales methods?
Thank you very much for your co-operation.
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APPENDIX III
THE LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
THE CHINESE UNIVERSITY OF HONE KONG
MULTIPLE CROSS TABULATIONS
MASTER'S THESIS- 1975
MONTHLY VOLUME OF CARGO
1-1000 1001- 3001- OVER
BASE KG. 3000 5000 5000
HONG KONG AIR FREIGHT 44 16 14 12 2
SHIPPERS OF- 100.0 100.0 100.0 100.0 100.0
100.0 36.4 31.8 27.3 4.5
TEXTILFS& DRESSES 15 1 6 6 2
COL.% 34.1 6.2 42.9 50.0 100.0
ROW% 100.0 6.7 40.0 40.0 13.3
WATCHES& CLOCKS 7 4 2 1 0
COL.% 15.9 25.0 14.3 8.3 0.0
ROW% 100.0 57.1 28.6 14.3 0.0
TOYS 5 4 0 1 0
COL.% 11.4 25.0 0.0 8.3 0.0
ROW% 100.0 80.0 0.0 20.0 0.0
ELFCTRICAL PRODUCTS 5 0 3 2 0
COL.% 11.4 0.0 21.4 16.7 0.0
ROW% 100.0 0.0 60.0 40.0 0.0
IMITATION JEWELLFRY 3 3 0 0 0
COL.% 6.8 18.7 0.0 0.0 0.0
ROW% 100.0 100.0 0.0 0.0 0.0
OTHFRS 9 4 3 2 0
COL.% 20.5 25.0 21.4 16.7 0.0
ROW% 100.0 44.4 33.3 22.2 0.0
APPENDIX IV
THE LING^'AN INSTITUTE OF 9USINESS ADMINISTRATION
THE CHI,JESE UNIVERSITY OF HONE KONG
!IJLTIPLECROSSTABULATIONSi'+A TER'S THESIS1975
REASONS FOR USING AIR FREIGHT
TIME ECONOMY SAFETY
BASE YES NO YES NO YFS NO
44 33 11 4 40 15 29HORN( KONG AIR FREIGHT
SHIPPERS OF-- 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 75.0 25.0 9.0 90.9 34.1 65.9
TEXT 1 LES PRESSFS 15 12 3 3 12 3 12
OCL. % 14.1 36.4 27.3 75.0 30.0 20.0 41 .4
R0 W% 100.0 SO.0 20.0 20.0 80.0 20.0 80.0
WATCHES F, CLOCKS? 5 2 0 7 3 4
CL. 15.9 15.2 18.2 0.0 17.5 20.0 13.8
ROW % 100.0 71.4 28.6 0.0 100.0 42.9 57.1
T O Y S 5 3 2 0 5 0 5
COL% 11.4 9.1 18.2 0.0 12.5 0.0 17.2 ROW % 100.0 60.0 40.0 0.0 100.0 0.0 100.0
FLECTRLCAL PRODUCTS 5 4 1 0 5 4
COL. % 11 .4 12.1 9.1 0.0 12.5 26.7 3.4
ROW % 100.0 80.0 20.0 0.0 100.0 80.0 20.0
IMLTATIDN JRWRLLFRY 2 1 0 3 3 0
6.1 9.1 0.0 7.5 20.0 0.0
ROW % 100.0 76.7 33.3 0.0 100.0 0.0
OTFRS
25.0 2.0 13.3 24 .1
77.8ROW % 100.0 77.8 22.2 11.1 88.9 22.2 77.8
APPENDIX IV Cont.
The MNGMAN INSTITUTE OF RUSINESS ADMINISTRATION
THE CHINESE UNIVFRSITY OF HONE KONG
MULTIPLE CROSS TABULATIONS
MASTFR'S THESIS-1975
REASONS FOR USING AIR FREIGHT
CONVENIENCE POPULARJTY OTHERS
RASE YES NO YES NO YES NO
HONG KONG AIR FRELGHT
44 4 40 2 42 6 38
SHIPPFRS OF-
100.0 100.0 100.0 100.0 100.0 100.0100.0
100.0 9.1 90.9 4.5 95.5 13.6 86.4
TEXTILFS & DRESSFS 15 0 15 1 14 3 12
COL % 36.1 0.0 37.5 50.0 33.3 50.0 31.6
ROW %
100.0 0.0 100.0 6.7 93.3 20.0 80.0
UATCHES CLOCKS 7 2 5 1 6 1 6
COL %
15.9 50.0 12.5 50.0 14.3 16.7 15.8
ROV % 100.0 28.6 71.4 14.3 85.7 14.3 85.7
TOYS
5 1 4 0 5 1 4
COL % 11.4 25.0 10.0 0.0 11.9 16.7 10.5
ROW % 100.0 20.0 80.0 0.0 100.0 20.0 80.0
FLECYRICAL PRODUCTS
5 1 4 0 5 0 5
COL %
11.4 25.0 10.0 0.0 11.9 0.0 13.2
ROW %
100.0 20.0 80.0 0.0 100.0 0.0 100.0
IMIFATION JEWELLFRY 3 0 3 0 3 0 3
COL.% 5.8 0.0 7.5 0.0 7.1 0.0 7.9
ROV 100.0 0.0 16.0 0.0 100.0 0.0 100.0
OTRFRS 0 0 9 0 9 1 8
COL % 20.5 0.0 22.5 0.0 21.4 16.7 21.1
ROL 110.0 0.0 100.0 0.0 100.0 11.1 88.5
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APPENDIX V
THE LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
THE CHINFSF UNIVERSITY OF HONG KONG
MOLTIPLE CROSS TABULATIONS
FASTER'S THESIS 1975
FTRST KNOW ABOUT AIR FREIGHT
SALES AD- SELF- FRI- OTH-
BASE CALL VERT. KNOW. ENDS ERS
HONG KOHG AIR FREIGHT 44 23 1 13 2 5
SHIPPERS OF - 100.0 100,0 100.0 100.0 100.0 100,0
100.0 52.3 2.3 29.5 4.5 11.4
TEXTILES DPESSES 15 7 0 6 1 1
COL. % 34.1 30.4 0.0 46.2 50.0 20.0
ROW % 100.0 46.7 0.0 40.0 6.7 6.7
WATCHES & CLOCKS 7 2 0 2 0 3
COL. % 15.9 8.7 0.0 15.4 0.0 60.0
ROW % 100.0 28.6 0.0 28.6 0.0 42.9
TOYS 5 4 0 1 0 0
COL. % 11.4 17.4 0.0 7.7 0.0 0.0
100.0 80.0 0.0 20.0 0.0 0.0
ELFCTRICAL PROODUCTS 5 4 0 1 0 0
COL. % 11.4 17.4 0.0 7.7 0.0 0.0
ROW % 100.0 80.0 0.0 20.0 0.0 0.0
INITATION JENELLFRY 3 3 0 0 0 0
COL. % 6.8 13.0 0.0 0.0 0.0 0.0
ROW % 100.0 100.0 0.0 0.0 0.0 0.0
T SBS 9 3 1 3 1 1
COL. % 20.5 13.0 100.0 23.1 50.0 20.0










BASE DULED SCHE. BOTH
HONG KONG AIR FREIGHT 44 17 3 24
SHIPPER OF- 100.0 100.0 100.0 100.0
100.0 38.6 6.8 54.5
THEXTJLES & DRESSES 15 3 0 12
COL.% 34.1 17.6 0.0 50.0
ROW % 100.0 20.0 0.0 80.0
WATCHES & CLOCKS 7 5 0 2
COL. % 15.9 29.4 0.0 8.3
ROW % 100.0 71.4 0.0 28.6
TOYS
5 2 0 3
COL.% 11.4 11.8 0.0 12.5
ROW % 100.0 20.0 20.0 60.0
ELFCTRKCAL PRODUCTS 5 1 1 3
COL. % 11.4 5.9 33.3 12.5
ROW % 100.0 20.0 20.0 60.0
IMITATION JEWELLERY 3 3 0 0
COL. % 6.8 17.6 0.0 0.0
ROW % 100.0 100.0 0.0 0.0
OTHEPS 9 3 2 4
COL. % 20.5 17.6 66.7 16.7
ROW %
100.0 33.3 22.2 44.4
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APPENDIX VII
THE INGNAN INSTITUTE OF BUSINESS ADMINISTRATION
THE CHINESE UNIVERSITY OF HONE KONG
MULTIPLECROSS TABULATIONS
MASTER'S THESIS - 1975
WAYS OF HANDLING
SCHE- NON-
BASE DULED SCHE. BOTH
AVERAGE MONTHLY 44 17 3 24
VOLUME OF FREIGHT - 100.0 100.0 100.0 100.0
100.0 38.6 6.8 54.5
UNDER 1000 KG 16 10 1 5
COL. % 36.4 58.8 33.3 20.8
ROW % 100.0 62.5 6.2 31.3
1001 - 3000 KG 14 6 1 7
COL. % 31.8 35.3 33.3 29.2
ROW % 100.0 42.9 7.1 50.0
3001 - 5000 KG 12 1 1 10
COL. % 27.3 5.9 33.3 41.7
ROW % 100.0 8.3 8.3 83.3
OVER 5000 KG 2 0 0 2
COL. % 4.5 0.0 0.0 8.3
ROW % 100.0 0.0 0.0 100.0
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THE LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
THE CHINESE UNIVERSITYOF HONE KONG
MULTIPLE CROSS TABULATIONS
MASTER' S THESIS- 1975
TYPE OF COMPANIES
CAR -
BASE AGENT RIERS BOTH
HONG KONG AIR FREIGHT 44 35 1 8
SHIPPERSOF - 100 . 0 100 . 0 100 . 0 100 . 0
100 . 0 79 . 5 2 . 3 18 . 2
TEXTILFS & DRESSES 15 12 0 3
COL. % 34 . 134 . 3 0 . 0 37 . 5
ROW % 100. 0 80 . 0 0 . 0 20 . 0
WATCHES& CLOCKS 7 5 1 1
COL. % 15 . 9 14 . 3 100. 0 12 . 5
ROW % 100. 0 71 . 4 14 . 3 14 . 3
TOYS 5 5 0 0
COL. % 11 . 4 14 . 3 0 . 0 0 . 0
ROW % 100. 0 100. 0 0 . 0 0 . 0
ELECTRICAL PRODUCTS 5 4 0 1
COL. % 11 . 4 11 . 4 0 . 0 12 . 5
ROW % 100. 0 80 . 0 0 . 0 20 . 0
IMITATION JEWELLERY 3 3 0 0
COL. % 6 . 8 8 . 6 0 . 0 0 . 0
POW% 100. 0 100. 0 0 . 0 0 . 0
OTHEPS
9 6 0 3
COL. % 20 . 5 17 . 1 0 . 0 37 . 5
ROW%
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BASE AGENT RIERS BOlH
AVERAGE MONTHLY 44 35 1 8
VOLUME OF FREIGHT 100.0 100.0 100.0 100.0
100.0 79.5 2.3 18.2
UNDER 1000 KG 16 15 0 1
COL % 36.4 42.9 0.0 12.5
ROW % 100.0 93.8 0.0 6.2
1001 - 3000 KG 14 11 1 2
COL. % 31.8 31.4 100.0 25.0
ROW % 100.0 78.6 7.1 14.3
3001 - 5000 KG 12 7 0 5
COL. % 27.3 20.0 0.0 62.5
ROW %
100.0 58.3 0.0 41.7
OVER 5000 KG 2 2 0 0
COL. % 4.5 5.7 0.0 0.0
ROW % 100.0 100.0 0.0 0.0
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BASE ONE TWO TRREE THREE
RONG KONG AIR FREIGHT 44 9 13 10 12
SHIPPERS OF - 100.0 100.0 100.0 100.0 100.0
100.0 20.5 29.5 22.7 27.3
TEXTILES DRESSES 15 0 4 4 7
COL. % 34.1 0.0 30.8 40.0 58.3
RON % 100.0 0.0 26.7 26.7 46.7
VATCRES & CLOCKS 7 2 3 1 1
COL.% 15.9 22.2 23.1 10.0 8.3
ROR% 100.0 28.6 42.9 14.3 14.3
TOYS 5 2 2 0 1
COL.% 11.4 22.2 15.4 0.0 8.3
ROW% 100.0 40.0 40.0 0.0 20.0
FLFCTRICAL PRODUCTS 5 3 1 1 0
COL.% 11.4 33.3 7.7 10.0 0.0
ROW % 100.0 60.0 20.0 20.0 0.0
IMIIOTIO JEWELIFRY 3 2 1 0 0
COL % 6.3 22.2 7.7 0.0 0.0
ROW % 100.0 66.7 33.3 0.0 0.0
OT FRS 0 0 2 4 3
LUL.% 20.5 0.0 15.4 40.0 25.0
RUU% 100.0 0.0 22.2 44.4 33.3
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THE CHINESE UNIVERSITY OF HONE KONG
MULTIPLE CROSS TABULATIONS
MASTER'S THESIS- 1975
NO. OF CO. DEALING WITH
OVER
BASE ONE TWO THREE THREE
AVERAGE MONTHLY 44 9 13 10 12
VOLUME OF FREIGHT 100.0 100.0 100.0 100.0 100.0
100.0 20.5 29.5 22.7 27.3
UNDER 1000 KG 16 5 8 0 3
COL. % 36.4 55.6 61.5 0.0 25.0
ROW % 100.0 31.3 50.0 0.0 18.7
1001 - 3000 KG 14 2 2 8 2
COL. % 31.8 22.2 15.4 80.0 16.7
ROW % 100.0 14.3 14.3 57.1 14.3
3001 - 5000 KG 12 2 3 2 5
C0L. % 27.3 22.2 23.1 20.0 41.7
ROW % 100.0 16.7 25.0 16.7 41.7
OVER 5000 KG 2 0 0 0 2
COL. %
ROW %
4.5 0.0 0.0 0.0 16.7
100.0 0.0 0.0 0.0 100.0
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THE CHINESE UNIVERSITY OF HONG KONG
MULTIPLE CROSS TABULATIONS
MASTER'S THESIS- 1975
REASONS FOR CHOSING PARTICULAR CO.
EFFICIENCY FRIENDSHIP GOOD TERMS
BASE YES NO YES NO YES NO
HONG KONG AJRR FREIGHT 44 27 17 9 35 14 30
SHIPPERS OF - 100.0 100..0 100.0 100.0100.0 100.0 100.0
100.0 61.4 38.6 20.5 79.5 31.8 68.2
TEXTILES & DFESSFS
15 12 3 3 12 4 11
COL.% 34.1 44.4 17.6 33.3 34.3 28.6 36.7
ROW % 100.0 80.0 20.0 20.0 80.0 26.7 73.3
WATCHES % CLOCKS 7 5 2 2 5 3 4
COL.% 15.9 18.5 11.8 22.2 14.3 21.4 13.3
ROW % 100.0 71.4 28.6 28.6 71.4 42.9 57.1
TOYS 5 1 4 0 5 2 3
COL .% 11.4 3.7 23.5 0.0 14.3 14.3 10.0
ROW % 100.0 20.0 80.0 0.0 100.0 40.0 60.0
ELECTRICAL PRODUCTS 5 3 2 1 4 2 3
COL.% 1.4 11.1 11.8 11.1 11.4 14.3 10.0
ROW % 100.0 60.0 40.0 20.0 80.0 40.0 60.0
IMITATION JEWELLERY 3 3 0 1 2 1 2
COL.% 6.8 11.1 0.0 11.1 5.7 7.1 6.7
ROW % 100.0 100.0 0.0 33.3 66.7 33.3 66.7
OTHERS 9 3 6 2 7 2 7COL.% 20.3 11.1 35.3 22.2 20.0 14.3 23.3
ROW %
100.0 33.3 66.7 22.2 77.8 22.2 77.8
108
APPENDIX XII Cont.
THE LINGNAN INTITUTE OF BUSINESS ADMINISTRATION
THE CHINESE UNIVERSITY OF HONE KONG
MUITIPLE: CROSS TABULATIONS
MASTER' S THESIS- 1975
REASONS FOR CHOOSING PARTICULAR CO.
SERVICES RANDOM OTHERS
RASE YES N0 YES NO YFS NO
HONG KUNG AIR FREIGHT 44 17 27 0 44 8 36
SHIPPERS OF 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 38.6 61.4 0.0 100.0 18.2 81.8
TEXTILES & DRESSFS
15 6 9 0 15 4 11
COL. % 34.1 35.3 33.3 0.0 34.1 50.0 30.6
ROW %
100.0 40.0 60.0 0.0 100.0 26.7 73.3
WATCHES & CLOCKS
4 3 0 7 2 5
COL. %
15.9 23.5 11.1 0.0 15.9 25.0 13.9ROW %
100.0 57.1 42.9 0.0 100.0 28.6 71.4
T0YS
5 3 2 0 5 1 4COL. %
11.4 17.6 7.4 0.0 11.4 12.5 11.1ROW %
100.0 60.0 40.0 0.0 100.0 20.0 80.0
FLFCHRICAL PRODIJCTS
5 1 4 5 0 5COL. %
11.4 5.9 14.8 0.0 11.4 0.0 13.9ROW %
100.0 20.0 80.0 0.0 100.0 0.0 100.0
IHITALLU JEUELLFRY 3 1 2 0 3 0 3COL. %
6.8 5.9 7.4 0.0 6.8 0.0 8.3ROW %
100.0 33.3 66.7 0.0 100.0 0.0 100.0
QTREPS
9 2 7 0 9 1 8COL. %
20.5 11.8 25.9 0.0 20.5 12.5 22.2
100.0 22.2 77.8 0.0 100.0 11.1 88.9
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THE CHINESE UNIVERSITY OF HONE KONG
MULTIPLE CROSS TABULATIONS
MASTER'S THESIS- 1975
REASONS FOR CHOOSING PARTICULAR CO
EFFICIENCY FRIENDSHIP GOOD TERMS
BASE YES NO YES N0 YES NO
AVERAGE MONTHLY 44 27 17 9 35 14 30
VOLUME OF FREIGHT-
100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 61.4 38.6 20.5 79.5 31.8 68.2
UNDER 1000 KG 16 8 8 4 12 5 11COL. X
36.4 29.6 47.1 44.4 34.3 35.7 36.7
ROW X 100.0 50.0 50.0 25.0 75.0 31.3 68.7
1001 - 3000 KG 14 11 3 3 11 5 9
COL %
31.8 40.7 17.6 33.3 31.4 35.7 30.0
ROW %
100.0 78.6 21.4 21.4 78.6 35.7 64.3
3001 - 5000 KG
12 6 6 2 10 3 9COL. %
27.3 22.2 35.3 22.2 28.6 21.4 30.0ROW % 100.0 50.0 50.0 16.7 83.3 25.0 75.0
OVER 5000 KG
2 2 0 0 2 1 1COL. % 4.5 7.4 0.0 0.0 5.7 7.1 3.3
ROW %
100.0 100.0 0.0 0.0 100.0 50.0 50.0
110
APPENDIX XIII Cont.
THE LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
THE CHINESEUNIVERSITY OF HONE KONG
MULTIPLE CROSS TABULATIONS
MASTER'S THESIS- 1975
REASONS FOR CNO0SINC PARTICULAR CO.
SERVICES RANDOM OTHERS
BASE YES N0 YES N0 YES N0
AVERAGE MONTHLY 44 17 27 0 44 8 36
VOLUME OF FREIGHT - 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 38.6 61.4 0.0 100.0 18.2 81.8
UNDER 1000 KG 16 8 8 0 16 2 14
COL. % 36.4 47.1 29.6 0.0 36.4 25.0 38.9
ROW % 100.0 50.0 50.0 0.0 100.0 12.5 87.5
1001 3000 KG 14 3 11 0 14 2 12
COL. % 31.8 17.6 40.7 0.0 31.8 25.0 33.3
ROW % 100.0 21.4 78.6 0.0 100.0 14.3 85.7
3001- 5000 KG 12 5 7 0 12 3 9
COL. % 27.3 29.4 25.9 0.0 27.3 37.5 25.0
ROW % 100.0 41.7 58.3 0.0 100.0 25.0 75.0
OVER 5000 KG 2 1 1 0 2 1 1
C01. % 4.5 5.9 3.7 0.0 4.5 12.5 2.8
ROW % 100.0 50.0 50.0 0.0 100.0 50.0 50.0
111
APPENDIX XIV
IHF LINGNAN INSTIUTE OF RUSINESS ADMINISTRATION
THE CHINFSE UNIVERSITY OF HONE KONG
MULTIPLE CROSS TABULATIONS
MASTER'S THESIS - 1975
FREOUENCIES OF CALLS
1 0R 2-3 4-5 6 0R
BASE LESS TIMES TIMES MORE
HONG RONG AIR FREIGNT 44 12 11 9 12
SHIPPERS OF -
100.0 100.0 100.0 100.0 100.0
100.0 27.3 25.0 20.5 27.3
TEXTILES & DRESSES 15 4 2 2 7
COL. % 34.1 33.3 18.2 22.2 58.3
ROW % 100.0 26.7 13.3 13.3 46.7
WATCHES & CLOCKS 7 4 1 1 1
COL. % 15.9 33.3 9.1 11.1 8.3
ROW % 100.0 57.1 14.3 14.3 14.3
TOVS 5 2 3 0 0
COL. % 11.4 16.7 27.3 0.0 0.0
ROW % 100.0 40.0 60.0 0.0 0.0
ELECTRICAL RRODUCTS 5 0 1 2 2
COL. % 11.4 0.0 9.1 22.2 16.7
ROW % 100.0 0.0 20. 40.0 40.0
IMITAEION JFOELLERY 3 0 0 2 1
COL. % 6.8 0.0 0.0 22.2 8.3
ROW % 100.0 0.0 0.0 66.7 33.3
OIHERS 9 2 4 2 1
COL. % 20.5 16.7 36.4 22.2 8.3
ROW % 100.0 22.2 44.4 22.2 11.1
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THE CHINESE UNIVERSITYOF HOME KONG
MULTIPLE CROSS TABULATIONS
MASTER' S THESIS- 1975
FREQUENCIESOF CALLS
1 OR 2 - 3 4 - 5 6 0 R
BASE LESS TIMES TIMES MORE
AVERAGE MONTHLY 44 12 11 9 12
VOLUME OF FREIGHT- 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0
100. 0 27 . 3 25 . 0 20 . 5 27 . 3
UNDER 1000 KG 16 5 6 2 3
COL. % 36 . 4 41 . 7 54 . 5 22 . 2 25 . 0ROW %
100. 0 31 . 3 37 . 5 12 . 5 18 . 7
1001 - 3000 KG 14 3 3 4 4
COL . %
31 . 8 25 . 0 27 . 3 44 . 4 33 . 3
ROW % 100 . 0 21 . 4 21 . 4 28 . 6 28 . 6
3001 - 5000 KG 12 4 2 3 3
COL. % 27 . 3 33 . 3 18 . 2 33 . 3 25 . 0
ROW % 100. 0 33 . 3 16 . 7 25 . 0 25 . 0
OVER 5000 KG 2 0 0 0 2
COL. % 4 . 5 0 . 0 0 . 0 0 . 0 16 . 7
ROW%
100 . 0 0 . 0 0 . 0 0 . 0 100 . 0
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THE LINGNAN INSTIIUTE OF aUSINESS ADMINISTRATION
THE CHINESE UNIVERSITY OF HONE KONG
MULTIPLE CROSS TABULATIONS
MASTER'S THESIS - 1975
CASUAL MEETINGS
OF- SOME-
BASF TEN TIMES NEVER
HONG KWG AIR FREIGHT 44 5 33 6
SHIPPERS OF - 100.0 100.0 100.0 100.0
100.0 11.4 75.0 13.6
TEXTILES & DRESSES 15 2 11 2
COL. % 34.1 40.0 33.3 33.3
ROW % 100.0 13.3 73.3 13.3
WAICHES & CLOCKS 7 0 5 2
COL. % 15.9 0.0 15.2 33.3
ROW % 100.0 0.0 71.4 28.6
TOYS
5 1 2 2COL. %
11.4 20.0 6.1 33.3
ROW % 100.0 20.0 40.0 40.0
ELECTRICAL PRODUCTS
5 1 4 0
COL. % 11.4 20.0 12.1 0.0
ROW % 100.0 20.0 80.0 0.0
IMIIAYION JEWELLERY 3 0 3 0
COL. % 6.8 0.0 9.1 0.0
ROW % 100.0 0.0 100.0 0.0
OTMERS
9 1 8 0
COL. % 20.5 20.0 24.2 0.0
ROW % 100.0 11.1 88.9 0.0
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THE LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
THE CHINESE UNIVERSITY OF HONE KONG
MULTIPLE CROSS TABULATIONS
MASTER'S THESIS - 1975
CASUAL MEETINGS
OF- SOME-
BASE TEN TIMES NEVER
AVERAGE MONTHLY 44 5 33 6
VOLUME OF FREIGHT - 100.0 100.0 100.0 100.0
100.0 11.4 75.0 13.6
UNDER 1000 KG 16 1 12 3
COL. % 36.4 20.0 36.4 50.0
ROW % 100.0 6.2 75.0 18.7
1001 - 3000 KG 14 1 10 3
COL. % 31.8 20.0 30.3 50.0
ROW % 100.0 7.1 71.4 21.4
3001 - 5000 KG 12 2 10 0
COL. % 27.3 40.0 30.3 0.0
ROW % 100.0 16.7 83.3 0.0
OVER 5000 KG 2 1 1 0
COL. % 4.5 20.0 3.0 0.0
ROW % 100.0 50.0 50.0 0.0
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CERY USE- NOT NO
BASEUSEFUL RUL USEFUL ANS
HONG KONG AIR FREIGHT 44 7 25 6 6
SHIPPERS OF - 100.0 100.0 100.0 100.0 100.0
100.0 15.9 56.8 13.6 13.6
TEXTILES & DRESSES 15 5 6 2 2
COL % 34.1 71.4 24. 33.3 33.3
ROW % 100.0 33.3 40.0 13.3 13.3
WATCHES & CLOCKS 7 0 4 1 2
COL. % 15.9 0.0 16.0 16.7 33.3
ROW % 100.0 0.0 57.1 14.3 28.6
TOYS 5 1 1 1 2
COL.%11.4 14.3 4.0 16.7 33.3
ROW% 100.0 20.0 20.0 20.0 40.0
FLECTRCAL PRODUCTS 5 0 4 1 0
COL.%11.4 0.0 16.0 16.7 0.0
ROW% 100.0 0.0 80.0 20.0 0.0
IMITATION JEWELLFRY 3 1 2 0 0
COL. % 6.8 14.3 8.0 0.0 0.0
ROW% 100.0 33.3 66.7 0.0 0.0
CTRERS 9 0 8 1 0
COL.% 20.5 0.0 32.0 16.7 0.0
ROW% 100.0 0.0 88.9 11.1 0.0
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VERY USE- NOT NO
BASEUSEFUL FUL USEFUL ANS.
44 7 25 6 6AVERAGE MONTHLY
100.0 100.0 100.0 100.0 100. 0VOLUME OF FREIGHT
100.0 15.9 56.8 13.6 13.6
UNDER 1000 KG 16 2 10 1 3
36.4 28.6 40.0 16.7 50.0COL.%
ROW % 100.0 12.5 62.5 6.2 18.7
1001- 3000 KG 14 2 8 1 3
COL. % 31.8 28.6 32.0 16.7 50.0
ROW % 100.0 14.3 57.1 7.1 21 .4
3001- 5000 KG 12 2 6 4 0
27.3 28.6 24.0 66.7 0.0
ROW % 100.0 16.7 50.0 33.3 0.0
OVER 5000 KG 2 1 1 0 0
COL. % 4.5 14.3 4.0 0.0 0.0
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BASE QUENT TIMES LY NEVER
HONG KONG AIR FREIGHT 44 2 21 12 9
SHIPPERS OF- 100.0 100.0 100.0 100.0 100.0
100.0 4.5 47.7 27.3 20.5
TEXTILES& DRESSES 15 0 8 3 4
COL.% 34.1 0.0 38.1 25.0 44.4
ROW% 100.0 0.0 53.3 20.0 26.7
WATCHES& CLOCKS 7 0 1 4 2
COL.% 15.9 0.0 4.8 33.3 22.2
ROW% 100.0 0.0 14.3 57.1 28.6
TOYS 5 1 1 1 2
COL.% 11.4 50.0 4.8 8.3 22.2
ROW% 100.0 20.0 20.0 20.0 40.0
FLECTRICAL PPODUCTS 5 1 3 0 1
COL.% 11.4 50.0 14.3 0.0 11.1
ROW% 100.0 20.0 60.0 0.0 20.0
IMITATION JEWFLLERV 3 0 3 0 0
COL.% 6.8 0.0 14.3 0.0 0.0
ROW% 100.0 0.0 100.0 0.0 0.0
OTHERS 9 0 5 4 0
COL.% 20.5 0.0 23.8 33.3 0.0
ROW% 100.0 0.0 55.6 44.4 0.0
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THE CHINESE UNIVERSITY OF HONE KONG
MULTIPLE CROSS TABULATIONS
MASTER'S THESIS - 1975
PROMISES OF SHIPMENTS
FRE- SOME- RARE-
BASE QUENT TIMES LY NEVER
AVERAGE MONTHLY 44 2 21 12 9
100.0 100.0 100.0 100.0 100.0
VOLUME OF FREIGHT -
100.0 4.5 47.7 27.3 20.5
UNDER 1000 KG 16 1 7 5 3
C0L. % 36.4 50.0 33.3 41.7 33.3
ROW % 100.0 6.2 43.7 31.3 18.7
1001 - 3000 KG 14 0 8 3 3
COL. %
31.8 0.0 38.1 25.0 33.3ROW % 100.0 0.0 57.1 21.4 21.4
3001 - 5000 KG 12 1 5 4 2
COL. % 27.3 50.0 23.8 33.3 22.2
ROW % 100.0 8.3 41.7 33.3 16.7
OVER 5000 KG
2 0 1 0 1
COL. % 4.5 0.0 4.8 0.0 11.1
ROW % 100.0 0.0 50.0 0.0 50.0
APPENDIX XXII
__- T-HE__LINGNA NST._ITUTE_ OE BUSINESS ADMIN._ISTRATI ON
THE CHINESE UNIVERSITY OF HONE KUNG
`•1ULTIPLE CROSS TABULATIONS
MASTER'S THESIS 1975
R E RA. T E% R E C E I VE D
NO RF- OVER
BASE BATES 1- 3 4 w--6 6%
44 7 9 17 11HONG KONG AIR FREIGHT
1 OO.) 1 00.0 100.0 100.0 1 00. 0S' IPPE S OF
100.0 15.9 20.5 38. 6 25.0
TEXT T 1_ES .9 DRESSES 1 S 5 1 5 4
C0L.% 3 4. 1 7 1. 4 1 1. 1 29.4 36.4
R0W% 100.0 33.3 6.7 33.3 26.7
WATCHES & CLOCKS 7 0 3 3 1
COL.% 15.9 0.0 33.3 17.6 9.1
ROW % 100.0 0. 0 42.9 42.9 1 4. 3
TOYS S 1 1_ 3 0
ROW % 100.0 20.0 20.0 60.0 0.0
EKFCIRICAL PRODUCTS 5 0 2 2 1
COL % 11.4 0.0 22.2 11.8 9.1
ROW 0 40.0 40.0 20.0
IMITATIOn JRWELLERY 3 0 0 1 2
0.0 0.0 5.9 18.2
100.0 0.0 0.0 33.3 66.7
OTERS 9 19 1 2 3 3
COL. % 20.5 14.3 22.2 17.6 27.3
ROW 100.0 11.1 22.2 33.3 33.3
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THE CHINESE UNIVERSITYOF HONE KONG
MULTIPLE CROSS TABULATIONS
MASTER' S THESIS- 1975
REBATE % RECEIVED
NO RE - OVER
BASEBATES1 - 3 4 - 6 6 %
AVERAGE MONTHLY 44 7 9 17 11
VOLUME OF FREIGHT 100 . 0 100 . 0 100 . 0 100 . 0 100 . 0
100 . 0 15 . 9 20 . 5 38 . 6 25 . 0
UNDER 1000 KG 16 0 4 6 6
COL. % 36 . 4 0 . 0 44 . 4 35 . 3 54 . 5
ROW % 100. 0 0 . 0 25 . 0 37 . 5 37 . 5
1001 - 3000 KG 14 2 4 6 2
COL. % 31 . 8 28 . 6 44 . 4 35 . 3 18 . 2
ROW % 100 . 0 14 . 3 28 . 6 42 . 9 14 . 3
3001 - 5000 KG 12 4 1 4 3
COL. % 27 . 3 57 . 1 11 . 1 23 . 5 27 . 3
ROW % 100 . 0 33 . 3 8 . 3 33 . 3 25 . 0
OVER 5000 KG 2 1 0 1 0
COL. % 4 . 5 14 . 3 0 . 0 5 . 9 0 . 0
ROW % 100 . 0 50 . 0 0 . 0 50 . 0 0 . 0
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ALL MOST SATIS FEW NOT
RASE SKILL. SKILL -FLED SKILL SAT.
NONG AIR FREIGHT 44 1 7 23 11 2SH I PPFRS OF 100.0 100.0 100.0 100.0 100.0 100.0
100.0 2.3 15.9 52.3 25.0 4.5
TEXTJLFS DPFSSES 15 0 3 6 5 1
COL. 34.1 0.0 42.9 26.1 -45,5 50.0
ROW% 100.0 0.0 20.0 40.0 3.3 6.7
WATCHES CLOCKS l 0 1 3 2 1
COL% 15.9 0.0 14.3 13.0 18.2 50.0
ROW% 100.0 0.0 14.3 42.9 28.6 14.3
0 2 2 0
.7COL.% 11.1 100.0 0.0 8.7 18.2 0. 0
ROW % 100.0 20.0 0.0 40.0 0.0
ELECTRICAL PRODUCTS
5 0 0 5 0 0
COL % 11.4 0.0 0.0 21.7 0.0 0.0
R0W % 1 00.0 0.0 0. 0 100. 0 0.0 0.0
IMITATION JEWELLERY 3 0 0 3 0 0
COL % 6.8 0.0 0.0 13.0 0.0 0.0
ROW % 100.0 0.0 0.0 100.0 0.0 0.0
OTHERS 9 0 3 4 2 0
COL. 20.5
.4 18.2 0.0
0.0 42.9 17.4 18.2 0.0 0.0 33.3 44.4 22.2 0.0ROW % 100.0
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BASE SAT. -FIED SAT,
6HON KONG AIR FREIGHT
SHIPPERS OF - 100,0 100.0 100.0 100.0
100.0 9.1 77.3 13.6
TEXTILFS & DRESSFS 15 1 10 4
COL. % 34.1 25.0 29.4 66.7
ROW % 100.0 6.7 66.7 26.7
ATCHES & CLOCKS 7 0 7 0
COL % 15.9 0.0 20.6 0.0
ROW % 100.0 0.0 100.0 0.0
T0YS 5 1 4 0
COL % 11. 4 25.0 11 .8 0.0
ROW % 100.0 20.0 80.0 0.0
ELECTRICAL PRO!HJCTS 5 0 5 0
COL.% 11.4 0.0 14.7 0.0
ROW % 100.0 0.0 100.0 0.0
INITATION JEWELLERY 3 1 2 0
COL. % 6.8 25.0 5.9 0.0
R0W % 100.0 33.3 66.7 0.0
OTOEPS 0 1 6 2
COL. % 20.5 25.0 17.6 33.3
ROW % 100.0 11.1 66.7 22.2
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1香 港 空 運 事 業 個 人 推 銷 方 法 之 研 究
香 港 商 業 航 空 貨 運 業 務 中 ， 個 別 推 銷 員 徊 徠 顧 客 所 採
用 的 方 法 ， 以 及 此 等 方 法 之 有 效 性 。 為 本 文 所 研 究 的 主 要
目 標 。
所 謂 航 空 貨 運 業 務 ， 就 是 航 空 公 司 或 貨 運 代 理 公 司 ，
將 顧 客 所 託 的 商 品 ， 以 飛 機 安 全 無 誤 地 載 送 到 顧 客 所 指 明
的 收 貨 人 手 □ ， 香 港 的 航 空 貨 運 業 務 ， 近 十 年 以 來 ， 發 展
非 常 迅 速 ， 但 香 港 究 竟 是 一 彈 □ 之 地 ， 商 業 航 空 貨 運 只 局
限 於 對 外 貿 易 方 面 。
在 香 港 ， 經 營 貨 運 的 航 空 公 司 及 貨 運 代 理 公 司 ， 數 目
2不 少 。 為 着 推 進 本 身 業 務 ， 各 公 司 都 分 別 應 有 營 業 代 表 或
推 銷 員 ， 同 有 需 要 將 貨 品 空 運 到 國 外 銷 本 地 商 人 進 行 個 人
推 銷 。
空 運 事 業 個 人 推 銷 方 法 之 有 效 性 的 調 查 工 作 ， 分 兩 方
面 進 行 ： 第 一 是 直 接 與 一 些 空 運 推 銷 員 面 談 ， 從 而 知 道 他
們 所 用 的 推 銷 步 驟 ： 第 二 是 以 郵 寄 問 卷 的 方 式 ， 向 一 部 份
香 港 空 運 □ 貨 顧 客 詢 □ 他 們 對 於 空 運 推 銷 員 所 提 供 服 務 的
意 見 。
調 查 結 果 的 分 析 ， 首 次 將 從 空 運 推 銷 員 處 得 到 的 資 料
加 以 編 排 整 理 ； 其 次 是 將 空 運 付 貨 顧 客 的 意 見 ， 利 用 電 腦
3幫 助 ， 計 算 結 果 ， 最 後 ， 將 兩 □ 作 、 比 較 ， 以 了 解 香 港 航
空 貨 運 推 銷 員 目 前 所 用 個 人 推 銷 方 法 的 有 效 程 度 。 簡 □ 之
， 分 析 的 工 作 有 本 部 分 ， 現 逐 一 加 以 說 明 如 下 ：
㈠ 航 空 貨 運 推 銷 員 ：
航 空 公 司 所 僱 用 之 推 銷 員 ， 在 尋 找 顧 客 方 面 ， 是 依 賴
公 司 所 給 予 的 名 單 ； 而 貨 運 代 理 公 司 的 推 銷 員 ， 則 普 遍 地
採 用 逐 戶 推 銷 的 辦 法 ， 偶 爾 也 會 翻 查 工 商 業 刊 物 或 要 求 朋
友 介 紹 ， 以 認 識 更 多 的 新 顧 客 對 象 。
在 進 行 推 銷 時 ， 推 銷 員 的 對 象 大 多 數 是 某 商 號 的 貨 運
部 經 理 或 主 持 人 。 推 銷 進 行 的 程 序 ， 通 常 是 推 銷 員 先 作 自
4我 介 紹 ， 然 後 詢 問 某 顧 客 對 象 是 否 有 商 品 需 以 航 空 付 運 ，
如 顧 客 對 象 未 曾 試 過 空 運 ， 推 銷 員 即 須 所 將 空 運 優 點 ， 然
後 向 顧 客 提 供 空 運 收 費 率 ， 此 時 顧 客 或 對 該 收 費 率 有 所 批
評 及 不 滿 ， 推 銷 員 必 須 盡 量 使 顧 客 相 信 價 錢 與 服 務 □ 處 理
想 。 當 顧 客 對 象 表 示 有 給 予 付 運 的 興 趣 時 ， 推 銷 員 □ 繼 續
與 顧 客 简 明 一 切 付 運 細 節 ； 如 顧 客 對 象 無 所 表 示 時 。 推 銷
員 須 再 多 接 洽 數 次 ， 直 至 其 對 象 有 明 確 等 答 覆 為 止 。
航 空 貨 運 推 銷 中 除 親 身 到 顧 客 的 辦 事 地 點 商 討 付 運 問
題 外 ， 有 時 亦 會 與 顧 客 相 約 於 公 餘 後 餐 飲 。 這 種 風 氣 頗 流
□ 於 貨 運 代 理 公 司 所 □ 用 的 推 銷 員 之 間 ， 其 所 以 如 此 的 理
5由 ， 是 □ □ 推 銷 員 與 顧 客 建 立 □ □ 關 係 後 ， □ 顧 客 有 商 品
需 要 空 運 將 □ 便 會 想 到 找 他 們 在 空 運 行 業 中 的 朋 友 幫 忙 。
　 　 香 港 的 空 運 推 銷 員 在 實 施 個 人 推 銷 □ ， 還 流
行 一 種 給 予 顧 客 回 佣 的 習 慣 。 在 推 銷 員 心 目 中 ， 回 佣 對 特 別 顧 客 的
付 運 決 定 有 很 大 的 影 响 力 ： 回 佣 越 多 ， 顧 客 便 越 表 歡 迎 。
另 一 方 面 ， 推 銷 員 有 時 會 在 回 佣 中 使 用 手 段 、 以 求 取 本 身
收 入 的 增 加 ； 舉 例 來 說 ， 某 推 銷 員 說 服 一 顧 客 託 付 空 運 ，
給 予 運 費 百 分 之 三 的 回 佣 ， 但 該 推 銷 員 對 公 司 則 假 稱 百 分
之 四 ， 從 中 取 得 百 分 之 一 利 益 。
除 建 立 友 誼 關 係 及 回 佣 外 ， 空 運 推 銷 員 也 意 識 到 良 好
6服 務 的 重 要 ， 如 畢 將 傳 送 貨 物 ， 代 客 包 裝 託 運 的 商 品 等 。
㈡ 航 空 貨 運 顧 客 ：
根 據 作 者 調 查 結 果 ， 紡 織 品 及 成 衣 商 人 是 航 空 貨 運 數
量 最 大 的 主 顧 ， 其 次 為 電 器 產 品 、 鐘 錶 、 玩 具 及 □ 製 珠 寶
等 商 人 。 綜 合 這 些 航 空 貨 運 顧 客 所 提 供 的 資 料 ， 作 者 獲 致
下 列 數 點 結 論 ：
⒈ 使 能 航 空 貨 運 的 最 大 理 由 是 節 省 時 間 。
⒉ 顧 客 大 都 經 過 推 銷 員 探 訪 ， 然 後 開 始 知 道 有 關 香 港 的 航
空 貨 運 業 務 。
⒊
百 分 之 八 十 的 空 運 商 品 是 經 由 貨 運 代 理 公 司 收 集 ， 再 轉
7入 航 空 公 司 寄 出 。
⒋
顧 客 在 交 託 某 公 司 代 運 之 前 ， 所 考 慮 的 事 項 包 括 該 公 司
的 傳 送 效 率 ， 服 務 品 質 ， 及 託 運 條 件 。
⒌
顧 客 付 運 商 品 數 量 太 大 時 ， 常 同 將 僱 用 多 間 貨 運 公 司 代
為 處 理 。
⒍ 友 誼 關 係 只 適 用 於 小 量 貨 物 付 運 情 況 ， 一 旦 涉 及 大 宗 貨
物 運 輸 ， 顧 客 首 先 所 想 到 的 是 效 率 與 安 全 ， 而 非 友 誼 關
係 。
㈢ 航 空 貨 運 推 銷 員 的 意 識 與 實 際 商 業 情 況 的 比 較 ：
建 立 友 誼 關 係 及 回 佣 是 香 港 航 空 貨 運 推 銷 員 非 常 着 重
8的 兩 項 個 人 推 銷 方 法 。 貨 運 顧 客 對 這 些 方 法 ， 普 遍 都 表 示
接 受 。 但 這 兩 種 方 法 在 □ □ 顧 客 方 面 的 有 效 性 ， 則 似 乎 並
不 如 推 銷 員 想 像 中 的 那 樣 重 要 。
以 建 立 友 誼 關 係 來 說 ， 大 部 份 顧 客 都 有 過 與 推 銷 員 作
公 餘 後 非 商 業 性 敍 會 的 經 驗 ， 約 有 四 分 之 三 的 顧 客 認 為 此
等 敍 會 對 於 促 進 以 後 彼 此 商 業 上 的 交 易 有 所 幫 助 ： 更 有 一
些 顧 客 是 在 這 些 敍 會 上 與 推 銷 員 建 成 交 易 協 議 ； 但 當 某 一
顧 客 有 一 項 大 數 量 的 貨 運 交 易 時 ， 他 首 先 考 慮 的 ， 並 非 貨
運 行 業 中 某 個 相 熟 的 朋 友 ， 而 是 某 貨 運 公 司 所 能 給 予 他 的
效 率 及 安 全 。
9回 佣 的 有 效 性 ， 亦 如 友 誼 關 係 一 樣 ， 雖 然 對 招 □ 顧 客
有 一 定 的 作 用 ， 但 不 及 貨 運 效 率 及 安 全 這 兩 因 素 重 要 。
總 括 航 空 貨 運 顧 客 的 意 見 ， 有 □ □ 以 上 表 示 香 港 空 運
推 銷 員 的 個 人 推 銷 才 能 普 遍 說 來 是 稱 職 的 。 至 於 推 銷 員 所
提 供 的 服 務 ， 則 有 超 過 百 分 之 三 的 空 運 顧 客 認 為 滿 意 。
由 此 可 見 ， 香 港 空 運 事 業 中 的 個 人 推 銷 方 法 是 成 功 的
； 推 銷 員 的 意 識 與 實 際 商 業 情 況 大 致 上 也 能 吻 合 。
雖 然 如 此 ， 香 港 的 空 運 推 銷 員 在 實 施 個 人 推 銷 方 面 。
仍 有 需 要 改 善 的 地 方 ； 某 些 顧 客 就 曾 經 提 出 下 列 具 體 建 議
， 以 供 參 考 ：
10
⒈ 推 銷 員 的 誠 實 和 可 靠 性 — 忠 於 公 司 ， 忠 於 顧 客 是 推 銷 員
處 事 應 備 的 宗 旨 ， 因 此 ， 騙 取 回 佣 ， 輕 於 承 諾 的 習 慣 。
必 須 戒 除 。
⒉ 回 佣 問 題 不 應 被 過 份 重 視 — 推 銷 員 必 須 明 白 ， 良 好 的 服
務 對 顧 客 的 吸 引 力 遠 大 於 回 佣 。
⒊ 面 對 顧 客 對 象 時 所 持 的 態 度 — 推 銷 是 一 種 勸 誘 的 藝 術 ，
須 使 顧 客 對 象 產 生 需 要 ， 再 由 推 銷 員 去 滿 足 該 需 要 。 在
面 對 顧 客 時 ， 推 銷 員 如 採 用 教 學 式 的 談 話 、 是 會 令 顧 客
產 生 反 感 。
為 □ 百 尺 □ 頭 更 進 一 步 、 香 港 空 運 推 銷 員 應 時 刻 檢 討
11
自 已 的 個 人 推 銷 方 法 ， 不 斷 改 善 ， □ 可 以 適 應 時 代 的 需 要
從 □ 推 銷 成 功 。


